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* 
have particular reason to read Punch, whose book ae * 
reviews and art criticisms are as famous as the illustrations. . * - 
And whatever one might be led to think, writers ‘ 


and artists do frequently wear socks and pyjamas, drink 
brandy, use bookshelves, cameras, razors and writing paper, 
take Out insurance and travel by dir. All these 


are seen among the advertisement pages by those who 


READ PUNC 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, *PUNCH’ 


IO BOUVERIE STREET, LONDON, E.C.4 CENTRAL 9161 
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How to see these 
wonderful Photographs 
= 


25 years ago. 


When 3-D ads. 


really began 


Sir,—Considerable interest is 
being shown in so-called three- 
dimensional photography prob- 
ably due to the recent controversy 
in the film industry on the most 
= and effective method to 

adopted if this form of film 
is to become a counter-attraction 
to their serious opponent tele- 
vision. 

A new name and a lapse of 
20 to 25 years should not allow 
this idea to assume the propor- 
tions of another revolutionary 
discovery of this jet age. 

Under the more accurate and 
less abbreviated title of stereo- 
scopic photographs with viewer, 
we produced in our studios nearly 
25 years ago a folder with six 
3-D photographs extolling the 
properties of Mansion Polish, 
Cherry Blossom Boot Polish and 
Min Cream—products stili in the 
first rank in their own spheres. 

About a million copies were 
printed and distributed, and no 
doubt many are still in existence, 
We well remember the headaches 
in getting the right effect, having 
the blocks register correctly and 
ensuring the printers paid that 
little extra attention. 

J. I. MARSHALL. 
Managing Director, 
West End Advertising 
Agency Ltd. 


To The Editor. ; 


Challenge to 
blockmakers 


Sik,—Undoubtedly you are 
aware of the embarrassment the 
printing industry is sullering at 
the moment due to the lack of 
printing being placed, and you 
are most certainly aware of the 
reactions, 

Generally speaking, the print- 
ing industry itself is partly to 
blame, as little effort was made 
to curb the high costs of printing 
which were prevailing up to a few 
months ago—quite a diflerent 
picture from to-day. This has now 
reached its logical climax, Le. 
print users are either economising 
in the size and colours of their 
literature, or by Rotaprinting or 
duplicating instead of using letter- 
press or litho. 

It is about time the blockmak- 
ing industry endeavoured to play 
its part in lowering the cost of 
producing print, In actual fact 
blockmaking costs have increased. 

1 wonder if it is generally 
known that a recent amendment 
to stereotyping charges is that 
for piercing mounted blocks there 
is a charge of no less than Is. 
each side? This, in effect, means 
that a minimum mounted stereo 
costing Ss. 11d. will cost another 
4s. if an inside piercing is re- 
quired, i.e. four sides at a Is. per 
side; and, likewise, the same 
block will cost another 2s. if one 
wants a corner stepped. 

This is really an intolerable 
charge but is, of course, no more 
Outrageous than where a stereo 


is separated as two and charged 
as two stereos. | recently had to 
order 40 minimum stereos, each 
stereo being cut in half, and was 
faced with a charge for 80 blocks. 
If the blockmaking industry 
wishes to gain the confidence of 
its users and increase its own 
prosperity, this type of charging 
must be stopped. Incidentally, 
the obvious choice left to block 
buyers is to throw all the re- 
mounting, stepping and piercing 
required on to the printers. May- 
be that is the motive. 
I. KLEIN. 
13 Edgworth House, 
St. Johns Wood, 
London, N.W.8. 


Point of sale 


testing scheme 


Sir,—Recently you published 
a photograph of the shop window 
in our West End showrooms 
which created such interest that 
1 offer a few further comments. 
The thought behind its introduc- 
tion has, we believe, a direct 
bearing and vital interest to all 
interested in advertising. 

We believe that many show- 
cards and displays fail to do the 
maximum job of work for which 
they are intended because, in 
many cases, they are not put up 
for test amongst the natural 
surroundings of a shop window 
before being put into production. 
We also believe that, if possible, 
showeards and displays should tie 
in with a general scheme of a 
sales campaign and genera! sell- 
ing story, and the shop window 


What’s in a (brand) name? 


Sin,—Your readers, particu- 
larly those handling soap 
accounts, may like to hear of 
the experiences of a medium-size 
retail concern which decided, for 
various reasons, to stop stocking 
a nationally advertised detergent 
(Tide). 

The product was dropped in 
favour of its chief market rival 
(Surf) and the following statistics 
have been carefully compiled 
over three months. 

Assistants asked for Tide were 
told to answer simply: “We are 
now stocking Surf exclusively, 
madam,” with no attempt at 
excuses or sales talk, This was 
the result: 

1. 81 per cent took Surf, but 

of these 27 per cent took a 
smal] packet, having asked 


for a large packet of Tide. 
11 per cent took a soap 
powder, such as Persil or 
Rinso, 

8 per cent bought nothing, 
but of these 80 per cent 
were “getting it for some- 
one else.” 

Results from a branch in a 
much poorer class neighbourhood 
were substantially the same. 

Net result was that the profit 
margin on the detergent side of 
the business was increased by 27 
per cent, this being due to the 
more favourable case rates on 
almost double the previous 
quantity of Surf sold. 


James HouGu. 
Director, 
H. J. Hough Ltd., 
London, W.8. 
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enables advertisers or advertising 
agents to test the appearance of 
a window dressed with packs, 
pelmets, labels, showcards, etc. 
Ihe service is free to all adver- 
tisers or agents ordering show- 
cards from this company. A few 
days notice is, of course, re- 
quired, as a professional window 
dresser is called in and in 
certain cases the requisite packs, 
etc., are not immediately avail- 
able. 

A counter for testing counter 


BIRTHDAY 
SPECIAL 

Next week’s issue will be the 
40th Birthday Number of “Ad- 
vertiser’s Weekly,” which was 
founded by the late Jack Aker- 
man in April 1913. 

Contents will include a series of 
over 20 authoritative articles on 
modern advertising practice and 
technique, introduced by H. A. 
Oughton, president of the Insti- 
tute of Incorporated Practitioners 
in Advertising, who reviews the 
achievements of British advertis- 
ing and outlines its aspirations. 

Purpose of these articles is to 
give advertisers a comprehensive 
picture of the business to-day and 
a practical guide to the use of 
the facilities it provides. 


displays is also available for the 
same purpose. 

We believe this is a step for- 
ward towards obtaining the 
recognition of point of sale as 
one of the most important links 
in the selling chain. Naturally. 
strict trade confidence is observed 
and only material which has 
already had wide distribution 
through the shops is seen by 
visiting clients. 

E. FREEMAN-KEEL. 
Sales Manager, 
Acme Showcard & 


No increase in 


print charge for 


Coronation 


work 


Telephone Waterloo 6544 or write for price list to: 


CARLTOGRAPH DEPT. 


Carlton Artists Ltd. 44-50 Lancaster St. London, 5.8.1 
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A drum 


for Monsanto... 


by BOWATERS 


Certain Monsanto products are best packed in 

fibre drums. Bowaters are proud to declare that 

they are makers of fibre drums for these famous chemicals. 

A routine production job ? It depends what you mean by routine. For these drums 

have to satisfy stringent tests for water resistance, compression, side wall and end strength, 
bursting strength... A competitive job? That's the point. 

And the Bowater Packaging Service isn’t just a roll of drums. Bowaters make multiwall 
sacks for sugar and spice, bags for cereals and nylons, wrappers for biscuits and bread, 


corrugated cases for soap and sauce... 
NOW —what can they do for you ? 


» If THE PACKAGING DIVISION OF THE BOWATER ORGANISATION 


Bowaters Sales Company Limited, Bowater House, Stratton Street, London, W.1. 
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Home Chat readers 


rely on Vanity Fayre 


for expert 


Beauty Guidance... % 


2 


; 


-+» YOU CAN RELY ON 


Beauty, as well as Home, is a vital subject 
to the hundreds of thousands of modern wives and 
sweethearts who regularly read HOME CHAT. 
Their faith in their favourite magazine and its 
distinguished Beauty Editress, Vanity Fayre, 
is impressively revealed by the letters that flow 
in every day. This confidence is shared 
by every HOME CHAT feature. 
AN A.P. PUBLICATION « PAGE RATE £100 » 33d. WEEKLY 


A W. BURNETT. Advertisement Director, THE AMALGAMATED PRESS LTD.. THE FLEETWAY HOUSE, FARRINGDON ST.. LONDON, E.C.4 . CENTRAL 8080 
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Vol 160 


Belfast 
deters : 7 


INTRODUCES YOUR 
PRODUCTS TO THE 
HOMES OF 
NORTHERN 
IRELAND 


eee 0 


180 Fleet Street, E.C.4 
526 A Year Post Free 


Advertiser's 
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The Organ of British Advertising 
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Helfast 
Celegraph 


INTRODUCES YOUR 
PRODUCTS TO THE 
HOMES OF 


1 NORTHERN 


IRELAND 


Product in 
the panel 


New development in the use 


of escalator pane ls on 
London's Underground ts to 
show the actual product 

In a new campaign placed 
by Roe Outdoor Advertising 
Ltd. Chalet furnishing fabric 
is shown in the panels. Silk 
screened plaques attached to 
the fabric announce; “This is 
a Chalet furnishing fabric.” 


FCB appointed 
for tinned 
food range 


Lockwoods Sales Ltd., a sub 
sidiary of Eastern Counties Pre- 
serves (1940) Ltd., have 
appointed Foote, Cone & Belding 
Ltd., as advertising agents for 
their “Lockwood” range of pro- 
ducts which includes over 20 dif- 
ferent canned 


fruits and vege- 
tables. 
The “Lockwood” label 
already highly praised in the 


grocery and greengrocery trades 
and their press is an jmportant 
feature of both the packaging and 
advertising of the products 

Trade press advertising begins 
at once, ‘The consumer campaign 
starts in August with full and 
half pages in national women’s 
Magazines 

The P.R. Group of Foote, 
Cone & Belding Ltd., have been 
appointed to handle the public 
relations of Graham Farish Ltd 
and associated compan ie 5 
Arthur Knight Co., Ltd. continue 
to handle the advertising 


e ’ 
‘Daily Telegraph 
tops the million 

For the first time since the sell- 
ing price was increased to two- 
pence the circulation of the Daily 
Tele graph has excecded the 
million mark. 

During March the net sale was 
1.004.806 copies daily 


The Daily Telegraph — last 
reached a million circulation in 
April 1951. The following month 


saw an increase in selling price— 
and a drop in sales 


‘Ad. spots 


only’ plan 


for commercial TV 


CODE OF THE AIR OUT NEXT WEEK 
HREE IMPORTANT STEPS TOWARDS THE INTRO- 


DUCTION OF COMMERCIAL TELEVISION 


ARE 


EXPECTED TO BE TAKEN IN THE NEAR FUTURE. 


1. Publication prebably next 
week — of a “Code of the 
Air,” standards of advertising 
conduct for the new medium 
proposed jointly by the Insti- 
tute of Incorporated Practi- 
tioners in Advertising and the 
Incorporated Society of British 
Advertisers, 

2. Indication from the Govern- 
ment that it is considering a 
scheme whereby stations 
would) provide programmes 
and advertisers buy time for 
spot announcements, 


3. Announcement by the Post- 
master-General — following 
publication of the Advisory 


Committee's report at the end 

the month or early in May— 

—of the establishment of a 

controlling body for competi- 

tive television. 

In political circles jit is consi 
dered likely that the Government 
will approve a scheme for com 
mercial TV, as opposed to spon 
sorship whereby advertisers 
would provide the whole pro 
gramme Rapid developments 
are expected and there is thought 
to be a strong possibility that the 
first commercia] stations will be 
in Operation next year 

This scheme would commend 


itself to LS.B.A. and LELP.A 


Many agents and = advertisers 
have been concerned at the pros- 
pect of having to provide full- 
scale programmes themselves 


few agencies will suffer 
losses if this scheme is imple 
mented They are those who, 


preparing for out-and-out spon 
sorship, have retained producers 
and entertainers 
The Postmaster-General is now 
considering the “Code of the 
@ Continued on page 69 


‘World Review’ 
suspended 


Owing to prohibitive produc- 
tion costs, World Review is being 


suspended after the April issue 
Desmond bitvgerald, editor, 
states it 1s hoped it may be re 
vived in a few months’ time as a 


E. H. Hull, advertisement direc- 
tor, Daily Herald, has been ap 
pointed chairman of the main 
advertisement committee of the 
Newspaper Proprietors’ Associa- 
tion in succession to W. Faux, 
former director of advertising, 
Associated Newspapers 


literary, 
paper. 
Edward Hulton acquired World 
Review in 1940.) It is his’ per 
sonal property, and does not 
belong to Hulton Press Lid 


artistic, non-political 


Target wool: Agents changed, 
merchandising policy switch 


Auld & Tilbury Ltd. have 
taken over the advertising for 
George Lee & Sons Ltd., makers 
of Target knitting wools. 

On the same day, April 1, J. C. 
Fraser, Target sales director, was 
appointed joint managing director 
of George Lee's 

The move of this account 
marks a switch in merchandising 
policy 


The name of Target wools is 
to be changed to Lee Target 
Wools. Buyers in the past have 


been confused, some asking for 
Lee wools and others for Target 


Auld & ‘Tilbury are extending 
the media list to take in over 40 
women's magazines 

During the past year only six 
women’s magazines have been on 
the Target schedule 

A “holding” campaign will run 


during the off-season summer 
months, and the main scheme 
will break in September. Point 


of sale material, incorporating the 
new name Lee Target, is being 
prepared 

Auld & Tilbury have also de- 
signed a new trade mark in the 
form of a target pierced with 
knitting needles 


+P EE 
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“Everglaze”’ window 
designed by Glovers 
Lid 


Fairy ona 
turntable 


A full-scale promotion of Ever 
glaze Fabrics at Brights of Bristol 
is expected to be followed by 
similar promotions throughout 
the country, it is announced by 
Glovers Advertising Ltd... who 
handle both the Everglaze and 
the Brights of Bristol accounts 

The fabrics are processed in 
this country under licence of 
Joseph Bancroft & Sons Co., 
U.S.A. Similar Everglaze pro 
motions, in which practically all 
the store's buyers participate, 
have been outstandingly success 
ful in the U.S.A., Australasia, 
and on the Continent. 


display 
Advertising 


Local press ads. 

At Bristol, large spaces were 
used in the local press, The 
store offered a wide range of 
Everglaze fashion and furnishing 
fabrics, as well as dresses 
Glovers had designed the central 
window piece in the form of a 
life-size fairy (tying up with the 
Everglaze trade mark = and 
national campaign) on a revolv- 
ing turntable, which carried a 
series of displayed selling points 


Putting them in 
the picture } | 


Twenty-five sales managers from 
Hudson & Knight Lid. went to 
Carlton Studios recently to see a 
photograph for a Knight's Castile 
Soap advertisement being taken. In 
the picture are Alec  Bristowe 
account executive, L. A G 
Willcock, art director, of 
London Press Exchange, and Peter 
Francis, chairman of Hudson & 
Knight Ltd. Tony Cleal of Carlton 
Artists is “shooting” Anne Pickford 
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A.A. Conference scope pleases 
outdoor leaders 


Kk NTHUSIASTIC support for the Eastbourne Conference, 

organised by the Advertising Association and to be held 
from Thursday, April 30 to Sunday, May 3, is forthcoming 
from other branches of organised advertising. 


In special messages, the three 
leaders of poster advertising, 
A. E. Aylward, president of the 
British Poster Advertising Asso 
ciation, N. H. Gardner, president 
of the London Poster Advertis- 
ing Association, and 1, A. Allam, 
president, Solus Outdoor Adver- 
ising Association, heartily 
commend the conference to their 
members; and Ivan Luckin, chair- 
man of the Publicity Club of 
London, also indicates enthusias 
tic support for the Conference 
from Club members 

Below are the messages of sup 
port received by the Advertising 
Association: 

A. E. Aylward: | consider the 
programme of the Conference 
both imaginative and construc 
tive. Its avowed aim of dealing 
with advertising in general and 
thereby avoiding the contentious 
arguments of the relative merits 
of sectional interests, will make 
a strong appeal to all concerned 
with the business of advertising 
By its wide scope and carefully 
planned themes it should appeal 
to all who are concerned with the 
part that advertising can play in 
promoting the national welfare 

It is certainly a concentrated 
programme with emphasis on 
work rather than on the social 
activities, With its week-end ses- 
sions, it is obviously designed to 
give ample opportunities to the 
junior members of the industry to 
take a part in the discussions 
This I believe to be a very good 
thing 

N. H. Gardner: | wholly en 
dorse the sentiments expressed by 
Mr. Aylward, and from personal 
experience | believe that confer- 
ences of this sort are well worth 
while 

It ismy sincere hope that many 
of our members interested in pos 
ter advertising in London will be 
able to make the comparatively 
easy journey to Eastbourne 

Tr, A. Allam: An Advertising 


Association Conference is one ot 
the great “public relations.” 
events of the industry, and as it 
comes round year by year, it 
must commend itself to all who 
believe that advertising is an 
essential link in the economic 
chain 

Ihe Conference at Eastbourne 
this year has been planned so as 
to examine advertising’s further 
functions and responsibilities in 
a rapidly-changing world; it 
should be a stimulating experi- 
ence. As such, I am convinced 
that the Conference will be sup- 
ported by all the organisations, 
and their members, who are con 
cerned with advertising’s future 
development 

Ivan Luckin: The 1953 Confer- 
ence deserves the widest possible 
support of the Advertising Club 
movement. 

The Conference programme is 
constructive and realistic. In its 
“stocktaking” it attempts to (1) 
Look back. (2) Look around 
(3) Look ahead 

By looking back on SO years 
of progress the Conference will 
mark the teaching of experience 

By looking around and study 
ing the reaction of advertising 
policy to economic and social 
changes, the Conference can the 
better look ahead to consider the 
future of advertising, and the 
scope and activity of the Adver 
tising Association, 

The fuller opportunity for dis- 
cussion by delegates will ensure 
greater receptivity to the speaker 
and make him a partner with his 
audience. 

Selling is the problem of bus'- 
ness to-day. Let’s take stock aud 
see what advertising can do at 
home and abroad 

| commend Eastbourne 1953 
to members of the Publicity Club 
of London and to advertising 
clubs throughout the country 
Their active participation can 
make a valuable contribution to 
the success of the Conference 


- CONFERENCE CAMEOS. 


Subject of Aneurin  Bevan’'s 
speech will be “The place for con- 
sumer choice in a Socialist state.” 

* * 


G. R. Pope, assistant general 
manager of The Times, will wind 
up at discussion at the Friday 
atternoon session when the sub- 
ject is “Advertising in the World 
of Development.” Sir Miles 
Thomas will preside. Speakers to 
whom Mr. Pope will reply are 
Mr. Bevan, Mrs. Mary Adams 
and BE, F. Schumacher. 

* * * 

\ special train for delegates 

travelling to Eastbourne will 


leave Victoria at 3.50 p.m. on the 
Thursday, arriving at Eastbourne 
at 5.22 p.m. Delegates who wish 
to take advantage of this facility 
should contact the — director- 
general of the Advertising Asso- 
ciation as soon as possible. There 
is no extra charge for seat 
reservations but delegates must 
buy their own calltens tickets 
* * * 


Another member of the team 
who will be replying to “Any 
Advertising Questions” on the 
Saturday evening, will be George 
*Jante, a director of Young & 
Rubicam Ltd 


Any speakers 


or questions? 


The “floor” of the Confer- 
will have least three 
opportunities of expressing 
stself: 

In the debate on Friday 

evening on “Advertising 

generally tends to under- 
estimate the intelligence of 
the housewife.” 

In the session for “Any Ad- 

vertising Questions” on 

Saturday evening. 

In the open discussion on 

the future of the Advertis- 

ing Association on Sunday 
morning. 

To assist the organisers of 
these sessions, delegates who 
wish to speak should send in 
their names to the director- 
general of the Association. If 
they intend to ask questions 
on the Saturday evening, they 
should, at the same time, send 
in copies of the questions. 
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Display aids link 
with ad. theme 


New display aids issued by 
Batchelors Peas Ltd., are linked 
with the firm’s current advertising 
theme. 

To encourage self-service there 
is a triple-can crowner with the 
message “4 out of 6 Housewives 
Prefer Batchelors Wonderful 
Peas.” Semi-circles fold back to 
permit the insertion of three cans. 

Another display piece is based 
on the attraction value of a 
human-interest photograph, It 
is a black and white reproduction 
from Batchelors current advertis- 
ing which shows four housewives 
at a grocery counter. This bill 
(illustrated above) can be secured 
by its gummed strip top to the 
inside of a window. 

“I thought you would like to 
see some of our current advertis- 
ing.” wrote Lt.-Col. Maurice W. 
Batchelor on his card last week 
when he sent off tear-off pages 
from the Daily Mirror, Daily 
Express and Sheffield Telegraph 
to grocers and greengrocers in 
various parts of the country. 
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London as world centre for direct mail 


ideas exchange 
BDMAA jubilee year scheme 


N intensified drive for more members and the development 
of international contacts are among the ways in which the 
British Direct Mail Advertising Association plans to celebrate 


Photo: Birmingham Gazette 


Pictured at the ladies’ festival of Birmingham branch of the Incorporated 
Sales Managers’ Association Weft to right): Francis Harrison, national chair- 
man, Mrs. D. A. Beatson-Hird, Sir Basil Taneve, president, Birmingham 
branch, Mrs. Harrison, and D. A. Beatson-Hird, chairman of the Birming- 


ham 


branch 


Survey shows 


More are listening 


to 


Radio Luxembourg 


Almost as many people listen 
to Radio Luxembourg as look 
in on the B.B.C.’s television pro- 
gramme. This is claimed in a 
new audience survey published 
by Radio Luxembourg Advertis- 
ing Ltd. 

The survey was made between 
February 21-28 by Social Surveys 
Ltd. Over 2,000 interviews were 
conducted on each of the seven 
days In all 14,065 men and 
women were questioned 

The daily average percentage 
of adults who tuned in to Radio 
Luxembourg was 13-4 compared 
with 15:3 who watched television. 
The Home Service listenership 
percentage was 35:4 and the 
Light Programme, 48-6, 

According to the survey, Sun- 
day evening is still the most popu- 
lar listening time. Eighteen per 
cent of the adult population 
listened to Luxembourg on that 
evening, 13 per cent on Monday, 
13:3 on Tuesday, 13:6 on Wed- 
nesday, 13 on Thursday, 12°3 on 
Friday and 10-3 on Saturday. For 
children, however, the popular 
night was Tuesday with a figure 
of 22:5 per cent 

The Luxembourg listenership 
figure is still rising. The average 
daily audience, excluding Satur- 
day, for the week was 5,150,000 
as compared with 4,700.00 in 
February 1952. In January- 
February 1951, when the station 
was on the long wave and con- 
fined mainly to Sunday broad- 
casting the audience was 
2.890.000 

Luxembourg listenership, the 
survey shows, is divided region- 
ally as _ follows North of 
England, 32°4 per cent; Southern 
Envland, 26:5: Scotland, 23-6: 
and the Midlands and Wales. 
17-5 

The percentage of women, as 


compared with men, listening is 
‘0-4 per cent—41 per cent of 
them housewives, 

Ihe survey also breaks down 
the listenership into age groups. 
he 16-29 group has a percentage 
of 35-2, the 30-44 group, 32:8, 
and the 45 and over class, 32. 

The survey rates “Bing Sings,” 
sponsored by Carters Little Liver 
Pills, as the most popular pro 
gramme with the unsponsored Jo 
Stafford programme in second 
place. Then follows “Top 
Twenty” (sponsored by Bourjois), 
Perry Mason (Tide), Ted Heath 
(loni Home Perms) and the 
Empire Show (Empire Pools). 


‘Brains Trust’ 
on the air 


Advertising will be “on the mat 
in the programme “Now's Your 
Chance to Ask Questions About 
Advertising,” to be broadcast in 
the BBC Light Programme on 
Monday from 9 to 9.30 p.m. 

An audience of several hundred 
people, drawn from all classes of 
the population of Coventry, will 
fire questions at a “Brains Trust” 
comprising some of the leading 
personalities in the advertising 
profession, including Sir Miles 
Thomas (in the chair), P. G. I 
Warburton, vice-president, Incor 
porated Society of British Adver 
tisers, managing director, Richard 
Hudnut Ltd.: George Mills, chair- 
man, Outdoor Advertising Industry 
Advisory Committee, chairman and 
managing director, Mills & Rockleys 
Ltd.. Coventry; George R. Pope, 
assistant manager, The Times; Ken 
neth Horne, sales and advertising 
director, Triplex Safety Glass Co., 
Ltd.; Hubert A. W. Oughton, 
president, Institute of Incorporated 
Practitioners in Advertising, chair- 
man and managing director, W. S 
Crawford Lid 


this, its Silver Jubilee year. 

In view of the quantity of 
British direct mail material that 
goes abroad it is felt that com 
ment and criticism from Con 
tinental users, advertising clubs 
and agencies would prove very 
beneficial! An interchange = of 
ideas) and contributions with 
American direct’ mat! interests 
will also be established 

“It is hoped to make London 
the world centre for the exchange 
of views on direct mail,’ says 


, se Cameron, chairman, 
B.D.M.A.A. publications com- 
mittee. 


Support and comment will be 
sought from clubs, associations, 
and other users of direct’ mail, 
including agents, many of whom 
have been severely critical of the 
quality of much direct” mail 
material. 

Already announced are the 
plans for re-designing and enlarg 
ing the Association’s journal, 
Direct Mail, for establishing 
branches of the Association in 
the provinces, and for holding a 
Silver Jubilee dinner at the Hyde 
Park Hote! on September 25 


Shareholders to 
see oil films 


Five films about oi] will be 
shown by Anglo-lranian Oil Co., 
lL td.. to some 10,000 of its stock- 
holders living in Scotland, at 
Edinburgh and Glasgow cinemas 
simultaneously on April 22 
Ciuests of Scottish Orls Ltd, 


Anglo-Iranian’s associate. and 
members of staffs will also be 
present 

On a _ similar occasion at 


London cinemas in December 
11,500 stockholders and guests 
were present. 

The films to be shown are: 
“Oil for the 20th Century,” “Rig 
20," “Grangemouth — Project,” 
“Persian Story,” and “A Moment 
in Time.” 


‘Mr. Small’ busy 
in Midlands 


Mr. Small” will be very busy 
in the West Midlands during the 
next six months 

“Mr. Small” is the spry little 
figure thought up by the West 
Midlands Newspaper Advertise- 
ment Executives’ Association to 
symbolise classified advertising. 
In each hand he carries a banner, 
one with the word “Buying?”, the 
other “Selling?” 

Plans announced at the Asso- 
ciation’s convention in) Birming- 
ham recently are now bearing 
fruit in the form of a campaign 
during which a series of adver- 
tisements will be used by 29 
newspapers in the West Midlands 
area, rotating once weekly for six 
months. And here is one of the 
series 


Are you selling your mang? 
Does the window want 4 sash’ 
le the Foils too emall just lately’ 
Would you rather haves the cash? 
Have you le 


te talking parrot 


Can you join a club for chess? 

Try a classified 
tomorrow a 

And you'll soon bj 2 / 
achieve success! j 


Le satusfed xh 


* 


Try « Classified — you il 


aye A ene 


Conveyor belt ads. run round 
the bar-room in Scotland 


Landlord Adam Skelton has 
introduced a nove! mobile adver- 
tising display strip in his premises 

the Brandon Bar--in Hamilton 

The strip circulates round the 
top of the gantry. It contains 48 
panels. each 14 in. wide by 17 in 
deep, giving 48 advertisers the op- 
portunity of calling the attention 
of customers to their products 

Operated by a fractional! horse 
power motor through a reduction 
gear-box at a power cost of 2s 


per week, the display works on 
an endless conveyor chain system 
The pane] holders are fixed to a 
chain and have glass in them 
behind which a different adver- 
tisement can be placed as desired 

An ingenious device permits 
the panels taking the corners 
without trouble. The display is 
56 ft. in length and completes its 
full circuit in eight minutes 

The display was devised by 
Mr. Skelton himself 
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‘Tips’ for G-B— 


Odeon circuits 


“Tips,” the new advertising film 
medium, which introduces active 
participation by audiences, is now 
offering advertisers an increased 
distribution 

Screen Audiences Ltd. the 
distributors of “Tips,” announce 
that in addition to their current 
cinema distribution, a mew ver 
sion will now be shown on both 
the Odeon and Gaumont-British 
theatre circuits, This wider distri 
bution will commence with 
release of the fourth edition on 
May If. 

The wider total coverage 
afforded by the inclusion of more 
than S00 G-B and Odeon cinemas 
means that “Tips” will now be 
seen by an audience of over 12 
million. Moreover, the film will 
appear for the first time in 100 
cinemas, in towns and localities 
served exclusively by these two 
major circuits 

Present cost of this medium 
inclusive of production, release 
prints and distribution, provides 
an over-all figure of £1 per thou 
sand contacts. With the inclusion 
of the G-B and Odeon Theatres, 
the wider distribution will reduce 
this to approximately 18s. 

Thousands of tips are now 
being received regularly in the 
company’s Deanery Street offices 
They are sent in by cinema-goers 
who have seen the film, and those 
judged the best are awarded prizes 
of £25 and included in future 
editions of “Tips.” 

The fourth edition — brings 
Jeanne Heal, well-known TV star. 
to the cinema screen for the first 
time as commere 
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300 puppets used in Dutch ad. 
film for Philips products 


Another 3-dimensional film is 
to be shown in London shortly. 
It has been made in Holland by 
Joop Geesink’s Dollywood and 
runs for two minutes, [he exper! 
ment has been sponsored by the 
Dutch Philips Electrical Com 
pany. 

[his news was given by Mr 
Geesink when he spoke to the 
Advertising Creative Circle last 
week. 

He had been showing a number 
of films, the stars of which are 
the puppets in which Dollywood 
spectalises. 

The first was a prestige film, 
also. for Philips, which has 
recently won an award at the 
Venice Festival, lt is a fantasy 
set in an imaginary fair-ground 

Mr. Geesink said that 300 foot 
high puppets were used in the 
film which took 14 months to 
complete (now this time could be 
cut to eight months) Cost 
was around £12.500 but. said Mr 
Geesink, £7,500 had been recov 
ered by cutting the mention of 
Philips at the very end and sell 
ing the film as entertainment in 
countries where Philips have no 
distribution 

“Not many firms would allow 
us to make a film like that,” 
sighed Mr. Geesink. 

He then showed films he has 
made for distribution in various 
countries Belgium, Italy, U.S.A 
Britain and Holland. Cost of 
these came to about £2,500 for 
two minutes. All were in colour, 
and a feature common to them 
was the unusual depth effects 
obtained 

*See Mainly Personal, page 66 


Latest ‘Advertiser’s Aid’ based 


7. 
on population 
Latest ed.tion of the News 
paper Society's publication, 
Advertiser's Aid, now 
makes use of the recently pub 
lished 1951) Population Census, 
the first Census for 20 years 
As a result, advertisers and 
marketing men, who in the past 
have had to make do with esti 
mates and even rough guesses, 
now have precise facts, states Dr 
Mark Abrams, who contributes 
an article on “A Statistical View 
of the Consumer.” Dr. Abrams is 
managing director of Research 
Services Ltd., who revised the 
tables of statistics for this 
edition 
New feature of the book, an 
index to newspaper centres, helps 
greatly in’ locating newspapers 
and in following the cross-refer 
ences throughout the book. The 
Newspaper Data section lists all 
bona fide newspapers in the U.K. 
and the Republic of Ireland, and. 
in addition, certain overseas and 
specialist publications, Adver 
tisement rates given are those in 
force on April 1, 1953, and the 
majority of circulation figures are 


issued, 


census figures 


those for the 
December 1952. 
Complimentary copies are 
being sent to all advertising 
agents recognised by the News 
paper Society and to a wide range 
ef advertisers burther copies 
may be obtained from R. W 
Grundy, the Society's information 
officer, at the published price of 
cone guinea. Bona fide students 
of advertising may obtain copies 
it’ half price Published by 
annually, the next edition of 
tdvertiver’s Aid will appear in 
October. 


Decorations for 
the Coronation 


lips on how to decorate 
garages and service stations for 
the Coronation are given in a 
brochure, produced by the Design 
Research Unit under the direc 
tion of Milner Gray, now being 
distributed by Shell-Mex and 
B.P. Ltd. to their dealers 

It includes colour drawings of 
example decoration schemes with 
notes on how the effects are 
achieved, and a detailed bill of 
expenses involved 


period July 


A 14 ft. statue of H.M. The Queen 
will be the centre piece of Selfridges’ 
Coronation — decorations. Picture 
manager ©. ©. Tull- 


berg with a model of the front 


shows displa 


cenire panel. Illustrations of workers 
in the time of Elizabeth I are a 
feature of the decorations 


Royal emblems in 


Royal photographs, if passed 
for publication, and Royal 
Emblems may be used without 
restrictions in’ the Coronation 
issues of stafl magazines that are 
not intended for advertising pur 
poses, the Home Office states. 
The Royal Coat of Arms must 
not, however, be used on the 
cover 

Those house journals which 
merely advertise the firm’s own 
products must not use a Royal 
photograph or a Royal Emblem 
on the cover or in connection with 
any article associated with publi- 
city. But there would be no ob- 
jection to the use of a Roval 
portrait or Emblem as an illustra- 
tion to an article on the Corona 
tion and not associated in any 
wav with advertising 

If a cypher is used in connec 
tion with any advertising matter 
or publicity article, script lettering 
only may be used 


Ads. wh ich brought 
home the bacon 


The City columnist of the Daily 
Express on Monday praised the 
advertising of Marsh & Baxter 
Ltd., Britain’s biggest bacon firm 
and one of the biggest private 
companies in the country 

The firm, he wrote, was “known 
mainly to the world at large by 
those intriguing advertisements 
telling Britain it should) grow 
more pigs 

“You can thank the Marshes 
and their advertisements for 
boosting the bacon ration In 
1945 Marsh’s had a lot of plant 
and too few pigs. Then the pig 
ntake was only S00 a week. By 
stimulating interest in pig grow 
ing Mr. Marsh's Jectures on 
porkers have helped to increase 
the flow at Brierley to 6.000 pigs 
a week—rations for 2,250,000 
people.” 

Agents for Marsh & Baxter 
are W. S. Crawford, Ltd. 


APRIL 9, 1983 


‘Dual Control’ Bill 
in Commons 


The Manchester Corpora- 
tion (Advertisements) — Bill, 
after its successful passage 
through the House of Lords, 
was given a first reading in the 
House of Commons just be- 
fore the Easter recess. 

If the Manchester Corpora- 
tion intend to petition against 
the Bill again (as they did in 
the House of Lords) they 
must do so by April 14. In 
any case the Bill will be given 
a second reading in the House 
of Commons. It can be antici- 
pated that at this stage some 
of the Manchester M.P.s who 
are pledged to oppose the Bill, 
will do so, and a debate will 
follow towards the end of the 
month. The House will then 
decide whether or not the 
Bill should go to another 
Select Committee and be the 
subject of further argument. 


staff magazines 


LONG SERVICE 
RECORDS WITH 
FRANCO SIGNS 


Reviving a pre-war tradition, 
directors of the Franco-British 
Electrical Company Ltd. (France 
Signs) entertained 76 long service 
employees of the company to 
lunch at the Café Royal, London. 

This occasion marked the pre- 
sentation of gold watches or solid 
silver salvers to emplovees with 
15 years or more continuous ser- 
vice, and 52 of those present, in- 
cluding two women, received 
awards for service ranging from 
15 to 29 years. The remaining 24 
employees present had received 
long service awards previously. 

G. SS. Campbell, managing 
director, who presided, apolo 
gised for the absence through j|l- 
ness of J. F. Mallabar the chair- 
man. He remarked that of 31 
employees who were presented 
with awards in 1937, no fewer 
than 24 were still in the com- 
pany’s employ 

Not only could the employees 
claim long service records, but 
among his colleagues on. the 
board of directors were two, 
\. H. Brackensey and E : 
Harrison, both of whom had 
given over 40 years’ service to the 
company and Captain C. A. L. 
Irvine, who had been a director 
for 35 vears 

After the awards had been 
made, W. J. Turner, the general 
sales manager of the company, 
with 29 years’ service to his 
credit, thanked the directors 


Profits up 


Group profits of Franco Signs 
for the year ended September 30, 
1982, are £119,736 (as compared 
with £117,116 for the previous year). 
Dividend recommended is 10 per 
cent (as against 74 per cent). 
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competition 
expenses plea 


A strong plea to organised 


advertising to defray the travel- 
ling exnenses of: entrants in the 
National Public Soeaking Com- 
petition was made by F. Murray 
Milne (immediate past chairman, 
Publicity Club of London) dur- 
ing last week's contest between 
the London and Regent Clubs. 


ing a 
Groome, 
the question of 
made it 
Scottish 


This suggestion was made follow- 
Slatcment by Norman 
national organiser, that 
travelling expenses 
difficult for clubs in the 
area to enter leams, 


Mr. Murray Milne said that the 


movement to teach young men and 


women Lo 
great post 


Ss 


way. 
he beyond the powers of the 
the LI.P.A., the 
of the 


c 


u 


c 


speak in public was a 
-war development which 
hould be fostered in every possible 
Surely, he said, it should not 
A.A.., 
and some 
as London 


1.S.B.A., 
big clubs such 


to raise the money necessary to pay 
the expenses of the young people 
oncerned’? It was, surely, against 
the spirit of the competition that 

should be restricted to certain 
lubs. He looked forward to the 


day when eve 
Ireland would be abk 


will meet 
on April 27 in the 
of the 


( 
h 
I 


Northern 
the winners in the 


iW 


h 


uu 
P 
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ry club in Britain and 
to take part 
Club of London 
Oxford at the Waldort 
Southern 
Public 


The Publicity 


area 
National Speaking 
ontest 

In the Midlands 
ampton will meet 
By their victory 
eeds are already 
area, and 


area Wolver- 
Birmingham. 
over Sheffield, 
winners in the 
they will meet 
other two areas 
and place of which 
been decided. 


1 the final, date 
ive not yet 


vlverhampton Club's public 
Gomm, G. T. Merryweather, 


Friday, April 16 

INSTITUTE OF INCORPORATED Prac- 
TITIONERS IN ADVERTISING Wecek- 
end course) Durham (unti|) Monday) 

Pusuiciry CLUB OF Leictster 
Club Day 

Berks and Bucks Puaticity 
Ciup annual dinner and dance. Old 


House Hotel, Windsor wom 

Pusuicitry Cite OF SHEFFIELD 
Lt.-Col. M. W. Batchelor on “Mau 
Mau Kenwood Hotel. 1 pm 

Monday, April 13 

GEORGE NEWNES GOLFING 
Society Spring meeting Royal 
Mid-Surrey G € 

Pusey Clon OF Nowwtew ann 
Norrotk. Chas. C. Knights on 

Ihe caalytic power { adverts 
na’ Castie Hotel, Norwi 
7.30 p.m 

PUBLICITY Cita oF LONDON 
D. R. Griffiths on “Why ths fea 
of price-competition? Waldorf 
Hotel 

Beistot aNnpD West Puaticrry 
Cius. W. J. Leaper on “Legal 
aspects of advertising.” 


NoORTHAMPTONSIRE Puaircrry 
C.ivus. Edwin Hunter on “A” for 
advertisers.” Plough Hotel, North- 


PTUTTTTIEITL TT eae 


speaking team. 
and J. W. 
speaking 


Regent 


Essay subjects for 


competition 
Subjects for the 


Cup Competitions of the Regent 
Advertising Club have now been 
announced. They are 

Highim Cup. Essay on “What 
distincuons, if any, can be made 
between advertising, publicity, and 
pub! elations?”’ 

Saward Cup. Essay, “Give your 
suggestions for a public relations 


campaign for advertising.” 


Caxton Cup. Design for a prestige 
double-crown poster to be used in 
conjunction with a press public 
relations campaign for advertising. 

Goodenough Cup. The Gas 
Council ask entrants to design 
double-crown poster on the theme 
that hot water by gas in the home 
safeguards the health of the family 

Vs = Press News Awards 
Contestants are asked to provide 
advice to someone embarking on 
career in advertising “to specialise 
or not to specialise, that is the 
question.” 

Closing date: April 27 


Newcastle 


Officers elected 

At the annual 
Publicity Club 
I vine and 


of Newcastle 
District, the 


officers were elected: 

President: Lorne Campbell Rob- 
son vice-presidents Th Lord 
Mayor, Sir Angus Watson, The 
Hion. Denis G. Berry and John 
Newcomb; chairman T. Gray; 
vice-chairman: Miss Edith Gott; 


secrelary: 


A. Cormie. 


Left to right 
H Nicholson, 


section 


chairman, 


ampton. 7.30 pm 
Tuesday, April 14 
MEN'S ADVERTISING CLUB OF 
LoNDON Sir Compton Mackenzie 
on Living Dangerously.” Troca 
dero 7 pm 
INCORPORATED ADVERTISING Man 
AGERS” ASSOCIATION Exhittion of 
wo of members and staffs. Wa 
fort Mot 
PUBLICITY Ciun of IRELAND 
annual dinacr. Metropol Dublin 
_ Pt aLiity Crum Of NortinoHaM 
llcott on “Food, cloth ng 


ind ee Mikado Restaurant 
1 pm 
Wednesday, April 15 
INSTITUTE OF INCORPORATED Prac 
TITIONER IN ADVERTISING Annual 
m 
Thersday. April 16 
Posey Civp of Wotver- 
HAMPTON Public speaking contest 
PusLICcITYy Ciurn or Leeps 
Speaker Ww. i Andrews, editor 
cena re Poa = King Fdward 
i uv 2wp 


esta 
Friday April 7 
PusLicity CLus of Nortn Waxes. 
John Summers & Sons, 


Coronation Year 


meeting of the 
upon 
following 


J. Corbett, 
publi 


a — ENTREE 
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Death of Arthur Chadwick 
—friend of the Clubs 


Arthur Chadwick, frequently 
described as the “Grand Old Man 
of British Advertising,” died in 
Charing Cross Hospital on luesday 


of last week. He was 78. 
Advertising in this cour has 

now lost probably its b Known 

and most. distinctive char ! a 


status to which his 
pearance 
directions, and years” of 
achievement, all 

When in 
Publicity Club of London ¢ 


Pickw bh n ap- 
many 
sohid 


tireless energy n 


contributed 
1948 he rec ds the 
up from 


the Lord 
Mayor the 
citation Te- 


ferred to his 
service over 
many years to 
all sections 
of advertising 
and to a great 
number of in 
stitutions and 
OrZzantisavion § 
connected 
with it, in 
cluding 
Rotary 

chambers _ of 
comme ree, 
municipalities 


and appeal commitices, numbering 


over one hundred during his fifty 
years in advertising. It was claimed 
that perhaps no man had spoken on 
more platforms for advertising, all 
over the United Kingdom and also 


on the Continent. 

A mere catalogue of his multi- 
farious activities in more than fifty 
years in advertising is impressive. 
He was in at the birth of the Adver 
using Association, having been 
finance committee chairman of the 
organisation that preceded it, A 


founder member of the Association, 


he became its hon. treasurer in its 
first year, remained council mem- 
ber until 1951, was the Publicity 
Club of London delegate to the 


Association's Club 


Development 
Commitice for a 


number of years, 
ind frequently acted as an examiner 
for the Association 

He joined the Publicity Club of 
London in the carly twenties, was its 
chairman for three years, and a vice- 
president. The fact that the Club 
emerged from the last war im such 
a healthy condition was largely due 
to his untiring efforts. He rendered 
fine service to the whole Club move- 
ment in which he took part up to 
the last C.D.C. meeting at Birming- 
ham in January. 

Active in every phase of 
which acknowledged him as an 
authority on advertising and publi- 
city, he has been president of Rotary 
Internauvional in Great Britain and 
Ireland, and of the Rotary Club of 
London. Through his enterprise 
Rotary membership in London rose 
from S00 to 4,000, 


He had also been president of the 
advertising section, London Cham- 
ber of Commerce, president of the 
Holborn Chamber of ommerce for 
over ten years, and chairman and 
president of the Incorporated Sales 
Managers’ Association 


But it is in the field of direct 
mail that Mr. Chadwick left his 


Rotary, 


mark most deeply. He founded the 
British Direct Mail Advertising 
Association in 1927, nursed it 


through the year Wa 
and its president 
and finished 


chairman 
r of times, 
‘president 


emeritus,” The Association and 
direct mail generally owe far more 
to him than to any other individual, 

Direct mail was Mr, Chadwick s 
business In 1901 he founded the 
forerunner of the present direct mail 
firm of Chadwick-Latz Ltd. of 
which he was managing director 
until 1949 and a director until 1952, 
after which he remained associated 
with the firm ina purely consultative 
capacity 

Mr. Chadwick was a widower. He 
leaves three daughters and two sons, 


six grandchildren, and two. great- 
grandsons, one of whom was born 
only a few days before Mr. Chad- 


wick’s death, 


The funeral 


The funeral was at 
Cemetery on Saturday 

Among the many advertising 
people at the funeral service were 
from the B.D.M.A.A., A. Edward 
Jones (chairman), Miss Kay Murphy, 
Hugh Bourne (managing 
Chadwick-Latz Lid) 
Springett (secretary); from the Pub- 
heity Club of London, Ivan Luckin 
(chairman), 1 Murray Milne, 
Harold Butler, Waher Brasher 
(general manager, Chadwick-Latz 
Lid.), Robert Brandon, Col. George 
Warden, and Fred Harding. 


Wreaths from the Advertising 
Association and the Club Develop- 
ment Commitice were among the 
many floral tributes, 


BDMAA chairman’s 


tribute 
A. Edward Jones, 
the BD.M.AA.. 


Shortly after beginning an adver- 
tising career just before the turn of 
the last century, and with only £$ 
in his pocket, Arthur Chadwick laid 
the foundations of the 
well-known in the 
advertising world, 
his nam 


Bromley Hill 


director, 
and Laurence 


chairman of 
writes 


business so 
direct mail 
and which bears 


“To some th 


war-time tragedy 
which 


befell his business when his 


premises which had housed S00 
employees was almost tompletely 
gutted (at the same time as he lost 
his home) there would have been no 
thought of staging a “‘come-back.”’ 
The redoubtable A.C, never 
recognised defeat. In spite of more 
than average frustration to restore 


the former capacity of his business 
and despite seriously depleted per 
sonal finances, he maintained the 
standing of his firm 

“He also found time to 
to Advertising Clubs 
tions throughout the 


devote 
and Associa 
country, Cham 


bers of Commerce and Rotary 
Clubs, probably more man-hours of 
administrative assistance and adver 
tising experience than any other 


man in Fleet Street 


Keliher pay 20°, 
Keliher Hudson & Kearns Lid., 
printers (member of the Ilustrated 
Newspapers Ltd. group) announce 
consolidated profit, after provid- 


ing for taxation, for the year ended 
November 30, 1952, of £26,602 (as 
compared with £32,798). A final 


dividend on the Ordinary shares of 
24 per cent, less tax, is recom- 
mended (making 20 per cent with 


the interim dividend already paid). 
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Theatre Publicity 
appoint northern 


ad, manager 


George H. Kelsall has joined 
Theatre Publicity Ltd., as northern 
idvertisement manager For 10 
years Mr, Kelsall was Manchester 
representative for the Daily Express 
He moved to Hulton Press in 1938 
iS northern representative — for 
Picture Post Rejoining them in 
1446, after war service, he became 
northern representative for all 
Hulton publications, and latterly 
was representative both in the Mid 
lands and North for Housewife and 
Lilliput 


. * * 

G. N. H. Morris relinquishes his 
position as defence services recruit 
ing publicity campaigns’ manager 
at the Central Office of Information 
this week, and goes to the Colonial 
Office. He is flying to Singapor 
in April to take over information 
work in Malaya 

Mr. Morris was for many year 
with London Press Exchange 
and then with Colman, Prentis 
& Varley until the war, when he 
commanded a company in the Ist 
Airborne Division, After the war 
in his own business, with the 
S. T. Garland Agency as assistant 
general manager of the Wast 
Paper Recovery Association, as 
London secretary of the Coventry 
Cathedral Reconstruction plan, and 
‘n editorial and film work he was 
increasingly concerned with public 
relations in addition to the selling 
aspects of publicity 


[Harold Boulter’s 
’ ‘semi-retirement’ 


Upon semi-retirement, Harold EF. 
Boulter has relinquished his position 
of managing director, H. BF. Boulter 
Publicity Ltd., Sheffield, but 
remains chairraan of the company 
John Bury has been appointed 
managing director 

* * 

Gordon Instone, advertisement 
manager of vervwoman, has also 
been appointed advertisement man 
ager of Debrett's Peerage He 
will, in addition, continue to super 
vise the advertisement department 
of Mother 

* * * 

F. A. Nicholson, managing direc 
tor of Legget Nicholson & Partners 
Ltd., has been appointed vice-presi 
dent of the American associate 
agency of Robert Orr & Associates 
(New York). He has been invited 
to become acting president while 
Robert Orr comes to Furope on a 
two months’ business trip. This is 
believed to be the first time the 
head of a British agency has been 
esked to take charge of an 
American ageney Although — the 


two agencies became associated in 
1947 they hold no joint accounts 
they merely liaise in an advisory 
capacity. 


* * 

Frank A. Wolstencroft, London 
advertisement manager, Manchester 
Guardian and Manchester Evening 
News, will leave in about a fort 
night's time to take control of his 
paper's New York office, while 
Ronald Black, who has been in 
charge of the office for about two 
years, returns to this country for a 
three-months’ holiday 

* * * 

Kenneth Day has been elected to 
the board of Williams & Norgate 
Lid. He retains his position as pub 
lisher to Ernest Benn Ltd. and its 
issociated companies. This year 
marks also his completion of 25 
years in publishing. In addition to 
book publishing Mr. Day has been 
active aS a typographer in re 
styling trade journals and directories 
and is at present engaged in revis 
ing Sir Francis Meynell’s standard 
work on The Typography of News 
paper Advertisements which Ernest 
Benn hope to publish next year. 

* * 


Kon Empson, managing director 
of the Auger & Turner Group Ltd., 
flew to Jugoslavia last week to con- 
firm arrangements for this year’s 
Zagreb International Fair 


o. 


VT. S. Parry, director and general 
manager (right) and D. S. Mac- 
Laren (left) advertisement manager 
of the Salford City Reporter and 
Urmston Telegraph series, congratu 
lating J. H. Husk on his appoint 
ment as advertisement manager of 
the associate papers, the Warring 
ton Examiner series. 

Before joining the company as 
representative of the Urmston Tele 
vraph series last November, Mr 
Husk was for a number of years 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Creators of 
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G.N.H. Morris GH 


Off to Washington 


Edward Symonds has relin 
quished his appointment as inform- 
ation officer, Vacuum Oil Company, 
in order to. tak up duties as 
economics writer in the public 
relations office of the International 
Bank in Washington with effect 
from April 

* 


* * 

Graham S$. Abbott has been 
appointed general sales manager of 
Batger & Co., Ltd, in’ which 
capacity he will control the export 
Cepartment as well as home sales 

* * 

H. T. Traynor, formerly press 
officer to Raleigh Industries Ltd., 
and editor of the company’s house 
journal, The Raligram, has been 
appointed P.R.O. to the Vidor- 
Burndept Group. 


* 
G. Thornton Bridgwater, formerly 
a director and advertisement direc- 
tor of Women's Wear News, has 
joined Fashion Trade Weekly as 
director of advertising 


with Pictorial Publicity Co., Lid., 
of London, and has subsequently 
held executive positions with various 
agencies in Manchester including 
Cross-Courtenay Ltd 

Carodoc Owen Evans has ;ecently 
succeeded Mr. Husk on __ the 
Urmston Telegraph series as repre 
sentative. He was formerly spacc 
buyer at Donald Macdonald Ltd., 
Manchester, and previously with F 
John Roe Advertising Lid., also of 
Manchester. 
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Kelsall 


W. H. Gollings (managing director, 
W. H. Gollines & Associates, Ltd.), 
E. C. Wolf (director and secretary). 
and C. 3. Maples (director, Colman, 
Prentis & Varley, Ltd.j, at a Stag 
party the night before Mr. Wolf's 
wedding. Mr. Wolf was married at 
Caxton Hall on Thursday last week 
to Miss Jean Kathleen Ferris. Miss 
Ferris, a niece of A. Latham, of 
Dixon's West End Advertising Ltd., 
was at one time a member of Mr. 
Wolf's staff at the Gollings agency. 


* * * 


Gordon Douglas Cameron, man- 
ager of the Newcastle branch of 
Jonn Waddington Ltd., printers, 
Leeds, of which his father, the late 
D. H. Cameron of Leeds, was a 
director, was married at St. John’s 
Church, Moortown, Leeds, _ last 
week-end to Miss Shirley Langstaff 


* * * 


Miss Jill Stathers of the produc- 
tion department and Miss Jean 
‘Mayes of the print department of 
Nevin D. Hirst (Advertising) Ltd., 
were both brides this Easter. Miss 
Stathers will return after her honey- 
moon to continue with the agency 

* * * 

Miss Elizabeth Corner, publicity 
manager cf Perth Theatre. has 
become engaged to Noble Wilson, 
of Perth. 


o * * 

A. E. Snow, advertising manager. 
W. & R. Jacob & Co., Ltd., Dublin, 
who has been a_ keen amateur 
yvachtsman for many years, is this 
year’s vice-president of the Water 
Wags Racing Association in Dublin 
Bay 

* * * 

Graham C. Leich has resigned 
the position of market research 
manager with B. Browne Lid 
to take over and expand the 
marketing and research department 
of Sales Promotion (Leicester) 
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AD. MAN’S DIARY OF EVENTS IN 1953 


This list, compiled by “Adver- 
tiser’s Weekly,” includes the most 
important events for the remain- 
der of 1953, business, social and 
recreational, likely to be of 
interest to readers. It supple- 
ments and amplifies a previous 
list, that appeared on January |. 

Any obvious omissions are ex- 
plained by the fact that some 
dates have not yet been decided. 

In August a further diary will 
be published covering events from 
September onwards. Organisers 
are asked to notify the editor of 
any such events so that they can 
be included. 


APRIL 
DATES 


10-12..—Market Research Socicty 
week-end course, Leeds 

10-13.—1.1.P.A. Week-End Course 
in Advertising, Durham. 

13.-George Newnes Golfing 
Society Spring Meeting, 
Royal Mid-Surrey Golf 
Course. 

14.--1.A.M.A. — Exhibition — of 
work of members and staffs, 
Waldorf Hotel, London. 

15-25.—-North London Exhibi- 
tion, Alexandra Palace. 

21-22.—Newspaper Society 
Annual Meeting and Dinner, 
Dorchester Hotel, London. 

22.-Aldwych Club Golf Circle 
Spring Meeting, Croham 
Hurst Golf Club, 

23. Fleet Street Column Club 
Spring Golf Meeting, Sud- 
brook Park, Richmond. 

27—May 7.—English Amateur 
Golf Championship, Royal 
Birkdale G.C., Southport 

27. May 8. BRITISH INDUS- 
TRIES FAIR, Earls Court 
and Olympia. 

30. Advertising Conference, 
Eastbourne, Civic Reception 


MAY 
Datrs 


1-3.. ADVERTISING CON- 
FERENCE, Eastbourne. 
1-4.—LS.M.A. Annual Confer 
ence, Torquay 

2.—F.A. Cup Final, Wembley. 

5-9. Spring Show and Industries 
Fair, Dublin. 

6.--L.1.P.A. Golf Circle Spring 
Meeting, Crews Hill, Enfield. 

¥-10.--Institute of Public Rela- 
tions Conference, Hastings. 

11-16.—Glass Industries Exhibi- 
tion, New Horticultural Hall, 
London. 

13.--N.A.G.S. Spring Meeting, 
Walton Heath. 

15-17..-British Association of 
Industria] Editors Annual 
Convention, St. Leonards- 
on-Sea. 

16-20..-British Federation = of 
Master Printers Annual! Con- 
gress, Bournemouth. 

18—Odhams Press 
Society Spring 
Walton Heath. 
Publicity Club of London 
luncheon to the Lord Mayor, 
Café Royal, 


Golfing 
Meeting, 


27-30.— Industrial 
Belfast 
27—June 10. 

Fortnight. 
27. -H.M. The Queen to attend 
Commonwealth  Parliamen- 
tary Association luncheon, 
Westminster Hal] 
28.—-Royal Garden Party, 
ingham Palace. 


JUNE 
Dates 


2.-THE CORONATION. 

3.--H.M. The Queen drives 
through East London 
afternoon. 

3-6.-Bath and West and South- 
ern Counties Show, Bath. 

4.--H.M. The Queen drives 
through North London- 
afternoon. 

4.—The Oaks, Epsom. 

4.—1.1.P.A. Coronation Ball, 44 
Belgrave Square. 

5.--H.M. The Queen holds Even- 
ing Reception, Buckingham 
Palace. 

6..-Derby Day, Epsom. 

6.—Daily Express Coronation 
Sheep Dog Trials, Wythen- 
shawe Park, Manchester. 

8. -H.M. The Queen drives 
through South London 
afternoon. 

%--The Queen attends Gala 
Performance, Royal Opera 
House, Covent Garden. 

& -Advertising Association 
Coronation Luncheon, Dor- 
chester Hotel. 

8 Publicity Club of London 
Annual Meeting, Waldorf. 
8-10. —British Poster Advertising 

Association Conference, Tor- 


Exhibition, 


London Fashion 


Buck- 


ay. 
British Plastics Exhibition, 
Olympia. 


qu 
8-18. 


-H.M. The Queen attends ser- 
vice at St. Paul's, morning, 
and drives through West 
London, afternoon. 

10-27.—-Royal Tournament, Earls 
Court. 

10.—Display Producers = and 
Screen Printers Coronation 
Lunch, London. 

11.—The Queen's Birthday, 
Trooping the Colour, Horse 
Guards Parade 

Il--ENGLAND v. AUS- 
TRALIA (First Test Match), 
Nottingham. 

12..-H.M. The Queen lunches at 
Guildhall. Evening Recep- 
tion at Buckingham Palace. 

13.—H.M. The Queen visits 
Windsor and Eton. 

15.--Review of the Fleet, Spit- 
head. 

15. Press Golfing Society Bogey 
Competition for Lord 
Riddell Trophy, Walton 
Heath. 

16-19.—Royal Ascot Race Meet- 
ing. 

16-26.—-Business Efficiency Exhi- 
bition, Olympia. 

18.- Triangular Golf 
Aldwych Club, Press Club, 
Fleet Street Column Club, 
St. George’s Hill. 


Match, 


22--July 4. 
Tennis 
Wimbledon 

23+-26.—Royal 
Alloa. 

23-29.—H.M. The Queen and 
H.R.H. The Duke of Edin- 
burgh visit Scot.and 

25.-ENGLAND v 
TRALIA (Second 
Match) Lord's 

30—July 11.—British Instrument 
Industries Exhibition, 
Olympia. 


JULY 
DATES 


1-4..-Henley Regatta 
2-3.—H.M. The Queen = and 
H.R.H. The Duke of Edin- 
burgh visit Northern Ireland 
7.—Fleet Street Column Club 
Summer Meeting, Adding- 
ton. Press Golfing Society, 
Stableford “President's Day,” 
Blackmoor 
7-10..—Royal Show, ge <r 
9%—ENGLAND v. AU 
TRALIA (Third Test Mz eile 
Manchester. 

H.M. ‘The Queen = and 
H.R.H, The Duke of Edin- 
burgh visit Wales 
14.—Military Tattoo, White City 
15.—N.A.G.S. Summer Meeting, 

Berks Golf Course. 
20.--Press 
Stableford 
Wentworth. 
22..-Coronation Pageant on the 
Thames. 
22-25.—-Royal Welsh 
Cardiff. 
23.—ENGLAND vv. 
TRALIA 
Match) Leeds. 


AUGUST 
Dates 


4-8.—Dublin Horse Show. 

IS—ENGLAND v. AUS5- 
TRALIA (Fifth Test Match), 
The Oval. 

23—Sept. 12. —- EDINBURGH 
FESTIVAL OF MUSIC 
AND DRAMA 

26—September 15. —U|ster’s Own 
Ideal Home Exhibition, Bel- 
fast. 

31—September 4. 
Conference, 
Montreux. 


SEPTEMBER 


Dates 

2-12.- Radio 
hibition, London. 

3-17.-Engineering and Marine 
Exhibition, Olympia. 

7-13.—Flying Display and Exhi- 
bition, Farnborough 

7-10.—Chemists Exhibition. 

Horticultural Hall, 

Ideal Home 

Leeds 

17-20.-National Handicrafts & 
Hobbies Exhibition, Centra! 
Hall, London. 

23—October 17.— Midlands Idea) 
Home Exhibition, Birming- 
ham 

23—-October 3.—Ideal Homes 
Exhibition, Huddersfield. 


All-England Lawn 
Championship, 


Highland Show, 


AUS- 


Test 


9-10. 


Golfing Society, 
“Captain’s Day,” 


Show, 


AUS- 
(Fourth Test 


-ESOMAR 
Vevy, near 


and Television Ex- 


Old 
London. 


9-19. Exhibition, 


23—October 9.—Nationa! Idea! 
Homes Exhibition, Dublin. 

25. British Direct Mail Adver- 
tising Association Silver 
Jubilee Dinner, Hyde Park 
Hotel 

25-28. ADVERTISING CLUBS 
CONFERENCE, HARRO- 
GATE. 

30.—-N.A.G.S. Autumn 
Sunningdale. 


OCTOBER 
DATES 


1.—Aldwych Club Golf Circle 
President's Day, Old Fold 
Manor. 
International Handicraft, 
Homecraft & Hobbies Exhi- 
bition, Olympia. 
§—Odhams Press 
Society Autumn 
Royal Mid-Surrey. 
5-9..-Shoe and _ Leather 
Olympia. 

7-24.— Modern Homes Exhibition, 
Kelvin Hall, Glasgow. 
8.—N.A.G.S. Autumn Meeting, 

Sunningdale. 
12-16.—-London Nursing Exhibi- 
tion, Seymour Hall. 
14-24.—-International Exhibjtion 
of Textile Machinery and 
Accessories, Belle Vue, Man- 
chester, 
15.--Fleet Street Column Club 
Autumn Golf Meeting, 
Royal Wimbledon. 
21-31.—International Motor Ex- 
hibition, Earls Court. 
27-30.—-Dairy Show, Olympia. 
28—Nov. 7.--Ideal Home Exhi- 
bition, Wolverhampton 


NOVEMBER 


Dates 

9.—Lord Mayor's Show. 

11.--Newspaper Society 
Yearly Meeting. 

13-21.—Scottish Motor 
tion, Kelvin Hall, 

14-21.—Cycle and 
Earls Court. 

17-20.—-Exhibition of Screen 
Printing, Sponsored by Dis- 
play Producers and Screen 
Printers Association, Park 
Lane, London 

18 — December 2. — Building 
Trades Exhibition, Olympia. 

18-28.—Fuel Efficiency Exhibi- 
tion, Manchester. 

2¢.-Display Producers and 
Screen Printers Association, 
Ladies’ Night, Café Royal. 


DECEMBER 


DATES 

1-12.— Brighter 
tion, St 
Liverpool. 

7-11.-Smithfield Show, London. 

10-12.—National Poultry Show, 
Olympia 

23.—Fleet Street Column Club 
Christmas Lunch. 

31. Schoolboys’ Own Exhibition 
opens, Old and New Horti- 
cultural Halls, London. 


Meeting, 


1-10. 
Golfing 
Meeting, 


Fair, 


Half- 


Exhibi- 
Glasgow 
Motor Show, 


Exhibi- 
Hall, 


Homes 
George's 
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CELLULOSE ACETATE FOR TOY PRODUC 
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Read by PRODUCERS, FABRICATORS 1953 EXHIBITION NUMBERS 
and USERS OF PLASTICS 


BRITISH PLastics — premier journal of the industry — to be held immediately after the Coronation, will attract 


The 2nd Britisn Plastics EXHIBITION & CONVENTION, 


keeps executives, chemists, technicians, works managers, buyers and technicians from all over the world. Two 
and others in constant touch with the latest information special numbers of BritisH PLAstics, the journal organi- 
on new materials, plant and equipment, and offers prac- zing this great exhibition, will provide complete coverage. 
tical advice on current production methods and manufac- JUNE PREVIEW Full details of exhibits, show 
turing trends throughout the world. British PLASTICs 1s, plans, convention programme, and personalities attending. 
at one and the same time, the foremost source of informa- Published June 8th, and on sale at the Show. 

ion for all within the industry, and an up-to-date guide JULY REPORT _ Including detailed description of 
to current developments for buyers and users of the outstanding exhibits, full Convention report and much 
industry’s products. Superbly produced, it is the ideal other information comprising a permanent record of this 
advertising medium for comprehensive and economical great sales-building enterprise. Published July 15th. 


coverage both of the industry and of its markets. BOOK YOUR SPACE NOW! 


Reach world buyers through the Journal organizing the 
British Plastics Exhibition, June 8-18 


BRITISH 
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DORSET HOUSE STAMFORD STREET - LONDON S.E.2 WATERLOO 34333 (60 LINES) 
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ie taie All this—and Bb 


DAILY DIVIDEND 

Aneurin Bevan says “Yes” to an 
invitation to address the Adver- 
tising Association's Conference 
to be held in Eastbourne next 
month, 

Rut does he say “yes” to hard- 
selling advertising? 

Certainly he should, for promo- 
tional publicity is daily proving 
its worth as an aid to the im- 
provement of economic condi- 
tions, 

Advertising in its many forms is 
paying handsome dividends 
every day to the nation. And 
people of varying political per- 
suasions are ready to credit 
this. 


Sound schemes 

Consider some of the recent 
advice which has been given on 
the potentialities of properly 
applied publicity. 

British Railways are urged by the 
North Western Transport 
Users’ Consultative Committee 
to improve services and adver- 
tise them rather than close 
down uneconomic branch lines. 

The Royal Institute of British 
Architects is told by the build- 
ing trade press to raise a fund 
for a publicity drive to boost 
the profession “continuously 
and effectively.” 

And, most forcibly, Lord Citrine 
appeals for the restoration of 
a measure of promotional ad- 
vertising by the nationalised 
electricity industry. 

There is wide scope for the insti- 
tution of schemes such as these 
which could help to cut the 
cost of living. 


Cutting costs 

The task of advertising is to make 
known its ability to perform 
this useful social service. 

A splendid example of good 
public relations for our indus- 
try is provided by Colonel 
M. W.. Batchelor. He = an- 
nounces that a twooenny re- 
duction in the price of a tin of 
peas is due to the effectiveness 
of his firm's advertising cam- 


paign. 

Colonel Batchelor adds: “lt is 
only because of the huge de- 
mand which has been created 
for our products that we are 
able to make these reductions. 
We are now able to expand 
our production and step up our 
turnover by mass advertising, 
and pass the saving on to the 
housewife.” 

That, in a nutshell, is the ultimate 
answer to the critics of adver- 
tising. 


T. B LAWRENCE LTD. 
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‘that when they face Mr 


AM glad that Aneurin 
Bevan has accepted an in- 

vitation to attend the Advertis- 
ing Conference this year. | 
know that he will receive a fair 
and courteous hearing. It is 
essential, however, that no 
punches are pulled either by 
Mr. Bevan or by his audience 

If the Socialist Party were to 
come back to power advertising 
is in for a rough time, and adver- 
tising men had better face up to 
Bevan 
The Party of which he ts a mem 
her has already given some in 
dications in Opposition of the 
policy they would be likely to 
pursue in Government. The Con 
ference at Eastbourne is answer 
ng a number of challenges. Here 
are two 
more: the 
function and 
cost of ad- 
vertising; 
and spon 
sored _ tele- 
vision 

It is the 
contention of 
So cialists, 
ex pressed 
both — inside 
and outside 
the House 
of Commons 
that the whole cost of advertising 
iS passed on to the consumer and 
therefore contributes to raising 
the cost of living So far very 
little has been said in defence of 
advertising on this imporiant 
issue 

Mr. Bevan, if he is honest with 
the Conference, will tell them that 
in the Socialist State advertising 
as a commercial activity has no 
place. Its sole function should 
be as an instrument of informa 
tion and of creating those habits 
in the public which the Govern- 
ment thinks the public ought to 
have. The Conference will tell 
Mr. Bevan that that js no way to 
run a virile democracy but that 
it is a totalitarian prescription. 

If Mr, Bevan won the day the 
leaders of advertising would 
either have to become civil ser 
vants or get out 


On the subject of commercial! 
television Herbert Morrison, 
with whose views for once Mr 
Bevan can be taken as being in 
agreement, has had a word or two 
to say He has referred in con 
temptuous terms to the 
of the advertising agents” as 
being the instigators of the move 
for commercial television. Noth 
ing could be farther from) the 


“friends 
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truth. Every leading advertising 
man knows that to introduce 
commercial television as an 
instrument of advertising wil] in- 
itially cost the agencies a great 
deal of money, and tt 1s doubtful 
whether they will make 


i ever 
IAN HARVEY, M.P. 
director, W.S. Crawford, Ltd., 
writes this week's 


GUEST COLUMN 


much out of it. Certain it js that 
they will never get the returns 
rom commercial television that 
they do from press and poster 
advertising 

Nevertheless the advertising 
world cannot escape being asso- 
ciated with commercial television 
and it is essential that its position 
should be made clear 

Outspoken criticism of the 
policy of sponsored television has 
come from Mr. Bevan's Party in 
a leaflet entitled “Commercialism 
Run Mad!” a phrase coined by 
Mr. Morrison. It says “suppos 
ing commercial interests were 
allowed to ‘buy’ time on tele- 
vision or sound radio to advertise 
their wares, they would contro! 
their own programmes. In_ the 


@ The report of the Advertising 
Association’s ad hoc develop- 


ment committee — chairman, 
Sir Miles Thomas is nearing 
completion. It will be ready by 
the end of the month in time 
for the Eastbourne Conference. 
Far-reaching proposals will be 
discussed by delegates at a 
special session. 

@® The Government is consider- 
ing a proposal that a com- 
prehensive survey of world 
textile markets should be 
carried out to find new out 
lets for British goods. 

@ Latest packaging develop- 
ment: coloured aluminium foil 
containers for ice cream, jam, 


soap powders. — processed 
cheese, sweets and frozen 
foods. 

@ British Jewellers’ Associa- 
tion is being pressed by 


members in various parts of 
the country to prepare a 
publicity scheme for the 
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evan too! 


fierce competitive struggle for the 
largest audience, al] to-day’s 
good standards would be aban- 
doned in favour of the ‘sensa 
tional’ and ‘stunt’ type of pro 
gramme.” 

There is no justification for this 
statement. Let the Advertising 
Conference challenge Mr. Bevan, 
who is a member of the Party 
who has made it, to substantiate 
it. 

Felevision as an instrument of 
advertising will have to be sub- 
ject to the same standards as pre- 
vail in all accepted advertising in 
this country to-day, Under such 
condit-ons it must prove itself or 
fail Mr. Bevan and his Party 
must be left in no doubt as to 
how advertising men stand on 
that issue, neither must over 
enthusiastic supporters of spon- 
sored television be left in any 
doubt 

Indeed, let Mr. Bevan come to 
Eastbourne and bring with him 
the challenge which his Party 
has already thrown down. He 
will find there an audience better 
equipped to answer him than any 
where else--an audience which 
in fact knows more about public 
psychology than the gentlemen 
at Westminster 


trade. Appointment of a 
public relations officer is 
suggested. 


@ Big new footwear markets are 
opening in Australia and 
Japan. The Australians want 
novelty styles which are not 
produced in their country. 
Cheaper shoes are wanted by 
the Japanese, millions of 
whom are now wearing Wes- 
tern footwear. 


® Remarkable feature of the 
Press Council to be estab- 
lished in Britain will be the 
absence of representatives of 
organised advertising. 


@ Press Commission set up by 
the Indian Government will 
examine “the distribmion of 
advertisements and such other 
forms of external influence as 
may have a bearing on the de- 
velopment of healthy jour- 
nalism.” 
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You’ll never find him 
with an overdraft 


You certainly won't. His deposit is increasing all the 
time. 


It’s certainly a sign of the times. A chap like that would 
never have dreamed of having a bank account before 
the war. 


The point is fellows like that are better off than they’ ve 
ever been before, whilst the executive classes are worse 
off. They work long hours, of course, but overtime pay 
gives them a pretty sizeable income. 


And they don’t have the professional man’s overheads 
either. 


Certainly not. Low travelling expenses .... . canteen 
meals .... . subsidised homes and, in a lot of cases, 
three and even four workers in a household contributing 
to the family budget. No. You'll never find him with an 
overdraft. I wish I could say the same for all my 
customers. 
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ADVERTISER'S WEEKLY 


With the highest daily net 


sale in the world, the 


DAILY MIRROR offers 


the most powerful mass 


market coverage in the 


history of daily newspapers 


at the lowest square inch 


per thousand rate of all 


national dailies. 


When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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Consumer panels: Continuing check on sales 
and advertising 


ANUFACTURERS, now 

more than ever, need up 
to-the-minute information, on 
a continuous basis, of the cur- 
rent trends in the markets for 
their goods. It is only by 
keeping a permanent finger on 
the pulse of the consumer that 
the adequacy or otherwise of 
their marketing and advertising 
policies can be assessed. 

A manufacturer's own records 
will tell him how much of his 
merchandise passes from his 
factory into the hands of the 
wholesaler or retailer, But he 
also needs to know how and 
when that merchandise moves to 
the final consumer. Furthermore, 
im order to interpret the com 
pany’s own sales curve, he must 
have a measure of the turnover 
for the industry as a whole. In 
creased sales may disguise a 
declining share of the — total! 
market, 

‘Three principal methods ot 
securing the data needed are: 

(a) the retail audit panel of the 

Nielsen type 

(b) «a series of 

surveys 

(c) the consumer panel. 

Each method has its own ad 
vantages. The retail audit panel 
is particularly valuable for mea 
suring changes in traders’ stocks; 
individual consumer surveys are 
the best means of discovering 
attitudes towards competing 
brands; but it is only the con 
sumer panel which can provide 
complete and fully accurate 
answers to such questions as: 

How much of my product 
do consumers buy at a time’ 
How often do they buy? 
Where do they usually buy 

iu? 

Individual surveys which must, 
of necessity, rely upon the con 
sumer’s Memory are notoriously 
fallible on such points, On the 
other hand, the panel records 
purchases as they are made and, 
since long periods of time are 
covered, make it possible to 
watch long-term trends as they 
develop 

How do panels work? 

Standard sampling techniques 
are used to select a group of 
families which are representative 
of the total market in certain 
main characteristics, such as 
social class, age and location 

Trained investigators then call 
on the housewives selected and 
invite them to participate in the 
panel The proportion agreeing 
to take part is claimed to be as 
high as 90 per cent 


consumer 


Panel members are 


presented 
with purchase 


diaries in which 
they are asked to record the 
brands of commodities bought; 
the type of product (eg. if a 
teeth-cleaning preparation pur- 
chased was a paste, block or 
powder); the package size; the 
number of units purchased; the 
date of purchase; the exact price 
paid and the type of outlet at 
which the purchase was made 
Since careful and accurate com- 
pletion of the purchase diaries is 
vitally important, great care is 
taken to explain the procedure in 
detail to each panel member. To 
ensure that she is fully conver- 


information with that derived 
from previous periods 

It can be appreciated that great 
skill is needed in selecting only 
the most relevant statistics, Ruth- 
less omission of all sub-tabula- 
tions, e.g. by age. social class or 
region, which are not absolutely 
vital, is essential if the final report 
IS Not to assuMe gargantuan pro- 
portions, (Additional tabulations 
can be made, in ans at a 
later date, to cover special points 
or to follow up a trend suggested 
by the main body of informa- 
tion.) 

The 
decisions 


case, 


such 
con- 


make 
clear 


capacily to 
involves a 
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By RESEARCHER 


One of the most difficult problems encountered by 
marketing men is how to check on consumer habits 


and re-actions. 


One tool available for partial solution 


is the consumer panel. The author, who has had many 
years of experience of both marketing and media research, 
outlines how these panels can help the advertiser. 


PULL LLL LLL LLL LLC LLL CLL 


sant with a task which comes 
easily only to housewives with a 
long tradition of keeping a house- 
hold budget book, the instruc- 
tion is usually entrusted to super 
visory staff 

The facility with which appar- 
ently semi-literate women learn 
to make what seem, at first sight, 
to be extraordinarily diverse 
entrics in: their purchase diaries 
iy remarkable. To make quite 
certain, however, that a_ panel 
member has complete grasp of 
what is required of her, she is 
usually “put on trial’ for an 
imitial period. 

The purchase diaries are usually 
returned to the research organisa 
tion «Operating the panel at 
intervals of four weeks. Where 
omissions or queries arise they 
are dealt) with by prompt 
recourse to the panel members 
concerned 

Ihe intricate task of extract 
ing, tabulating and summarising 
the purchases of a thousand 
families usually calls for the aid 
of a punch-card system. There 
then remains the problem of pre- 
senting a concise report high 
lighting the principal market and 
brand fluctuations which have 
occurred during the period under 
review and comparing the current 


ception of the problems facing 
advertisers who subscribe to the 
panel Service (These, indeed, 
will have been reviewed at the 
planning stage to ensure that the 
information which panel mem 
bers have been asked to record ts 
also kept to the minimum.) 
Examples ot special uses lo 
which a consumer panel may be 
put are shown below 


Gauging the effect of a new 

advertising campaign 

Before deciding upon a new 
nation-wide advertising campaign, 
whether it involves an increase 
in the appropriation or a 
copy story, the advertiser natur 
ally wishes to have some con 
firmation that the extra money 
he ts going to spend is likely to 
produce adequate returns in the 
shape of increased sales volume 
This confirmation can often be 
provided by pre-testing the new 
campaign in selected areas where 
there are sufficient panel mem 
bers to enable the requisite 
analysis to be arranged. A check 
is then made on their purchases 
of brand X and of competing 
brands in the period immediately 
prior to the introduction of the 
advertising and again after the 


new 


trial under 
Way 

Special analyses of the panel 
records will then indicate the 
degree of success which has been 
achieved in stabilising or increas- 


ing sales of the brand concerned 


campaign has got 


Studying progress 
new product 
The use of test 

cast the reception 
accorded to a new product 1s 
standard) practice with most 
manufacturers. A consumer panel 
can add greatly to the marketing 
picture by spot-lighting how 
many potential consumers have 
been persuaded to sample the new 
product and the extent to which 
they make repeat purchases. 

At a later Stage it 1S poss ble to 
discern) whether other brands 
within the same product field are 
being ousted or whether the 
whole market is expanding. 


made by a 


areas to fore- 
likely to be 


Deciding on the package size 

Not) only manufacturers of 
new brands but also producers 
of existing brands may profit by 
a careful study of which size of 
package is most frequently pur 
chased, and how many packages 
are bought at a time. This may 
lead to the streamlining of the 
range of sizes in current produc 
tion and concentration on the few 
sizes Which often account for the 
major part of sales. 

Detailed examinat.on of the 
each size of one’s own 
brand may also reveal a weakness 
in one particular size vis-a-vis 
competitors’ sales of comparable 
sizes. Further research could 
then be undertaken to see 
whether this is perhaps due to a 
deficiency in the appearance of 
the pack, say some optical illu 
sion that it gives Value for 
money. 


sales of 


less 


Discovering consumer attitudes 


Often it is desired to obtain 
information on an ad hoc basis 
to supplement data forthcoming 
from the routine periodical pur- 
chase records. Such requirements 
might involve ascertaining the 
reasons for regularly purchasing 
a particular brand, checking the 
public attitude towards possible 
improvements in product pei 
formance or pack design, and 
so on. Provided that the add: 
tional questions are short and 
concise enough to be answered 
without) imposing too much 
demand on the panel members’ 
time, they form a valuable extra 
marketing tool 
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6 8 * | have seen their advertisements in LIEBE &N espanot. This 
is a comparatively new phrase in the Spanish-speaking countries 
( of Central and South America. But already it is influencing the 
sales and prestige of British and Continental companies in those 


areas. LIFE EN ESPANOL LIFE in seantss — began circulating 


in Latin America in January. Like LIFE intieNationat’s English- 
language edition, it has a selective readership concentrated mainly 
among men and women in the higher income groups; yet, to-day, the 
crculation of LIFE &n ESPANOL exceeds 215,000 copies and distributors 
are still asking for more. For companies seeking to enter the rich Latin 
American markets, or increase the sales of products already established 
there, an advertisement campaign in LIFE tx espaNon offers these 
advantages: the consistent appeal of brilliant picture-journalism, tine 
printing and colour reproduction, and a growing circulation among 
those with the means to buy and the power to influence the buying of 
others. The Advertisement Director (Grosvenor 4080) will be pleased 
to supply full details of circulation and rates on request 


en espanol 


LAFE EN ESPANOL — over 215,000 copies 
in Spanish circulating in Central and South 
America. 


LIFE IN ENGLISH — approximately 300,000 


capies in English circulating in 120 countries 
outside North America 


These are the international editions of the 
American magazine LIFE 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, Wi 
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on brand names 


Newspapers, generally, will not mention branded products by 

name. They have no objection, however, to running a story 

about space postage stamps even if they are creating a 

demand for these stamps which can only be met by buying 
Lifebuoy soap. 


INHE note-paper was headed 

“Interplanetary Space 
Mail —From H.Q.,C.C.1.P.P.U 
Satellite Station L.B.L1.” The 
two stamps carried the legend 
“Venus Postage” and “Inter- 


planetary Postage.” The 
accompanying letter  an- 
nounced : 


This spacegram will reach 
you—if our experiment is suc 
cessful--by the first Interplane 
tary Space Mail to Earth. My 
department is already operating 
Interplanetary Space Mail ser 
vices between Mars and Venus, 
with a central sorting office on 
this Satellite Space Station, and 
it gives me pleasure to an 
nounce the extension of this 
service to your Planet 

We intend to open negotia 
tions with Earth postal authori 
ties but in the meantime the 
regulations of the Interplane 
tary Postal Union require all 
spacegrams to bear stamps of 
both the Planet of origin and 
the Planet of destination, 

A few minor difhicultics have 
vet to be overcome: at present, 
for example, Space Mail is 
handled on Earth by local 
authorities but 1 hope to be 


The offer was strongly merchan 
dised, newsagents as well as 


grocers being sent window 


stickers. 


able to arrange very shortly for 
direct delivery from Mars and 
Venus by our own Space 
personnel, 

Although this service is still 
in its experimental staves Inter- 
planetary Space Stamps will 
yoon be generally available by 
a unique earth distribution 
service, and we in Space look 
forward to inaugurating in the 
near future a long period of 
Interplanetary co-operation 
with Earth. 


1 am enclosing some first 
issue specimens of current 
Interplanetary stamps. 


Yours spacefully, 
(signed) Volstar, 


Chief Comptroller, Inter 
planetary Postal Union. 


A line at the foot of the letter 
gave the address of an experi- 
mental sub-office in London, W.1 
(Landline May 8262), and a call 
identified “Volstar’ as Colin 
Mann, of Lintas” Information 
Service. 

Ihe letter, which had been sent 
out to newspaper offices all over 
the country, was part of an in- 
genious campaign for Lifebuoy 
soap run by Lever Bros, Ltd. and 
Lintas, their advertising agents, in 
co-operation with Hulton Press. 

The campaign consists of an 
offer to children of “the first issue 
ever’ of interplanetary stamps, 
launched with an advertisement 
in the March 20 issue of Eagle, 
the Hulton weekly for boys. The 
stamps themselves were designed 
by an Eagle artist to tie in with 
the Dan Dare feature in the 
paper. There are four sets of 
eight and a free folder-album. 
Each set is secured by sending one 
Lifebuoy wrapper and three 2$d. 
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Lever stamp offer got 


ores FOLDER wow TO GET (et Siaeiry 


stamps (to cover postage, pack 
ing, etc.) to Spaceman Albert 
Digby, another Eagle character. 

In reply Mr. Digby sends the 
stamps and folder accompanied 
by a letter explaining that “there 
ere thirty-two stamps in_ this 
supersonic collection —it’s a real 
yet job,” and that three more sets 
of eight will become available 
for 6d. and anothe; 
wrapper in each 
case—on = specified 
date. 

Each set will be 
advertised with two 
insertions in Eagl« 

The offer Is 
being merchandised 
not only to. all 
Lifebuoy stockists 
but also to 15,000 
newsagents. The 
former have been 
sent a  showcard 
carrying a leaflet 
about the contests 
and a window 
sticker. The latter 
have received a 
window sticker tic 
ing up the offer 
with the relevant 
issue of Eagle. 

At the = same 
time Lintas Information Service 
was called in to tell the press 
about the scheme and to create 
a demand for the stamps 

The normal dithculty associ- 
ated with this kind of promotion 
is that newspapers, particularly 
the nationals and Sundays, will 
not mention the name of a pro 
duct in their stories. This prob- 
lem was completely avoided be- 
cause the objective was not to eet 
mention of Lifebuoy soap. The 
papers, it was realised, would not 
object to mentioning the stamps, 
provided the story was made 
interesting enough 

Any mention of the stamps 
would automatically create a 
demand for them which could 
only be satisfied by the purchase 
of the product—to get a wrapper 
for submission. 

That is why the “teaser” letter 
was sent to journalists. It was 
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INTERPLANETARY STAMPS 


BE THE FIRST AMONG YOUR FRIENOS 
TO START THIS EXCITING COLLECTION / 
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“Eagle” advertisements are spear- 
heading the offer. The one above 
which appeared in the March 20 
issue is pulling results in well, 
say Levers 


Space postmen and a space post- 
woman arrived by helicopter. 
Press photographers were fore- 
warned. 


followed up by a 
appearance” of two space post- 
men--and a woman—in London 
Photographers and a _ newsreel 
crew were lined up at Gatwick 


“personal 


airport to watch the trio emerge 
from a helicopter. In London 
they created a bit of a stir in 
Oxtord Street—again to the 
accompaniment of press photo- 
graphers’ flash lights--and in 
Fleet Street itself. Later the 
young postwoman from Venus 

specially chosen with an eye on 
the front covers of certain week- 
end magazines- had a session in 
the studio for posed pictures. 

It is a little early to assess 
results of the scheme. Replies 
to the first advertisement, says a 
Lever Bros. executive, are coming 
in well. And, despite heavy pres- 
sure On news space, a number of 
editorial references — including 
one in the Daily Express -have 
been achieved. 
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ADVERTISER'S WEEKLY 


For Complete Coverage of Alberta 
EDMONTON 


CANADA’S [FASTEST GROWING COMMUNITY 


Since the discovery of oil in the great | educ sector in 1947, the growth of 
Edmonton has been enormous. The ccnsus of 1951 showed a population of 
over 158,000 up nearly 70°, since 1941. Today the population is estimated 
at 185,196. 

Edmonton is now surrounded by 14 01! producing fields encompassing over 
2,300 wells. From within the Edmonton trading area comes over 95°. of 
Canada’s production of oil. There is iiso the great mineral wealth in the 
far north, where development in the many parts of the Northwest Territories 
is continuing at an ever increasing pac: 

Despite the vast oil and mineral wealth, agriculture continues to be Alberta's 
most important industry. The 1952 production is estimated to be $795,000,000. 
The Edmonton Journal is keeping pace with this phenomenal growth. Its 
circulation has se aggee to over 85,000 


Lhe tmonton Journal bw ding illustrated at left. 


THE EDMONTON JOURNAL 
CALGARY 


CENTRE OF CANADA’S HUGE OIL DEVELOPMENT 


Calgary is the financial oil capital of Canada, over 300 oil companies 
having their Alberta headquarters in this thriving city. 

With a population of over 140,000, Calgary is an active distributing point 
and the centre of a vast and diversified agricultural area. 

Wholesale sales run over $200,000,000 annually, and retail sales over 
$155,000,000. Over 25,000 passenger cars are registered in the city whose 
households number 39,181. 

In this rich eager market, the Calgary Herald offers complete coverage. 
A virile, independent and active newspaper, the Herald is the one medium 
you can rely on to carry your merchandising story to Calgary and its 
retail trading area. With an A.B.C. city circulation of 40,369 and a total 
circulation of 56,621 it offers you 95°3' , coverage of Greater Calgary. 


THE CALGARY HERALD 
MEDICINE HAT 


THE KEY CITY IN SOUTHERN ALBERTA’S RICH MARKET 


Medicine Hat with its natural gas has attracted a wide diversity of 
manufacturing, including ceramics, flour milling, and market garden- 
ing, wrought iron, metal products and glassware. 

Irrigation projects, both complete and under way, are accelerating 
agricultural expansion. Large cattle ranches operate in the area. 
This compact substantial market in Southern Alberta, is effectively 
and soundly covered by the Medicine Hat News. 


| THE MEDICINE HAT WEWS 


For full details of the Alberta market and copies of these publications and rates write or phone to 
Mr. F. A. Smyth, 34/40 Ludgate Hill, London, E.C.4. Tel.: City 2784 


mie 


THE SEVEN SOUTHAM NEWSPAPERS 


i @ The Ottawa Citizen @ The Hamilton Spectator @ The Winnipeg Tribune @ The Medicine Hat News 
@ The Calgary Herald @ The Edmonton Journal @ The Vancouver 


Province 
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REVIEW OF 


sO 


ADVERTISING 
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WITHOUT BENEFIT OF AGENCY 


7ROM time to time there ts 
a discussion in one of the 
publicity clubs, or in the cor- 
respondence columns of this 
journal, about the value ol 
advertising agencies to the 
technical advertiser. 


One doesn't need to be much 
of a prophet to know that such 
a discussion will be lively and 
even acrimonious, and that in 
next to no time it will descend 
from general principles to a 
wrangle about unimportant side 
issues such as the failure of a 
few agencies to meet copy-dates 
or supply half-tone blocks of the 
correct screen 

But the real test. as I see it, 
is to get half a dozen technical 
journals and separate the agency 
sheep among the advertisements 
from the independent goats. Mark 
the sheep with an “A” and the 
goats with a “B” and then study 


By COPYTASTER 


> 


Should “technical” advertisers employ agents? 
enters an argument that has been revived recently. 


eeee 


Copytaster 
Sort 


out good ads. from bad in half a dozen journals, he suggests. 
“You will find that there are three things agency advertise- 
ments do that are far less often achieved by the others.” 


eee 


->4 


the two groups as objectively as 
you can manage 

You will find plenty of floaters 
among the sheep and a good 
many excellent advertisements 
among the goats But it will 
probably dawn on you quite soon 
that the majority of the agency 
advertisements do three things 
that are far less frequently 
achieved by the others: 

(a) They suggest the advantages 
of using the product instead of 
merely describing its virtues; 

(b) They are more interesting 
to the normal readers of the 
paper instead of confining their 
uppeal to people who might buy 


KENT MESS 
‘GRO 


SOUTH EASTERN 


GAZETTE OBSERVER 


HEAD OFFIC 


CHATHAM 


the product to-morrow morning: 
and 

(c) They contrive in some 
subtle and indefinable way to 
give the impression that the 
advertiser is a firm of size and 
circumstance. 

Often this is a mere matter of 
typography and generous use of 
White space. Often, too, it comes 
from the relaxed way in which 
the copy ts written, with studious 
avoidance of the emphatic or 
superlative phrase that suggests 
too much eagerness to sell 

You may well say that these 
are not necessarily signs of virtue, 
and I do not propose to argue 
about that; what ts nine adver 
lisers’ meat may well be a 
tenth’s poison 

What is more difficult to deny 
is that all these things spring from 
one root: the fact that an adver- 
tising agency is in a_ better 
position than an advertiser to 
view his problem dispassionatels 
and distinguish the wood from 
the trees. A manufacturer in the 
midst of a tumultuous love affau 
with his turret lathe is the very 
last person who can be trusted 
to persuade somebody else to 
bed it down on his factory floor 


He has never seep anything so 


MUSSELS ore expences raters Growthy im cirewiating water 
sytem will thet down revenue producing plant lt te 
Att wit problem mat ome thet her bees tackled rucconstully 


by the Wellece & Terner Techewe! Bereerct Oepertment, 


WALLACE & TIERNAN LTD. 
POWER ROAD - LONDON W.4 


beautiful, and it never occurs to 
him that a portrait of his 
beloved taken in the dusk with 
the light behind it and heavily 
retouched, will not make it the 
world’s sweetheart. (The engin- 
eering world’s, of course.) 

There are plenty of exceptions, 
of course, and many a highly 
respected agency has given birth 
to a monstrosity in a fit of 
ubsent-mindedness or under the 
influence of a blind and domin- 
ecring client, just as many an 
advertiser has produced cam- 
paigns that any agency would 
have been proud to father. 

This advertisement for Wallace 
& Tiernan Ltd., for example, was 
as refreshing as a long glass of 
coo] champagne among the arid 
sand-dunes of one — technical 
journal's advertising pages 

The idea of showing one of 
the evil spirits that an advertiser 
ciaims to exorcize is half as old 
as Time, but to have discovered 
such an admirable and interesting 
d:awing of it was in itself a 
minor triumph The caption 
which happens to be quite irrele- 
vant to the advertisement—was 
in French, and perhaps it was 
clever of the advertiser to leave 
it untranslated. If anybody is 
curious enough to get it trans- 
lated he will be none the wiser, 
which 1s rather sad, but he won't 
forget the advertisement in a 
hurry 

The copy is short and to the 
point: 

“Mussels are 
Growths 


expensive 


visitors in’ circulat- 


Send tor the 
WET Publication 
Mo. 5 155 


Specialists 
1N CHLORINATION AND 
ALL FORMS OF 
CHEMICAL TREATMENT 


Refreshing as a lone glass of cool champagne among the arid sand- 
dunes of one technical journal's advertising pages. 
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“gg - SALESMAN 


POINT 


Life is so distracting, advertisements are so clamorous . . . it’s 
really impossible to be sure that your name will be remembered 
by customers when they reach the ‘point-of-sale.’ But jog their 
memories just before they get there, and the advertising behind 
your product will bear fruit. Strategically sited, this is the 
salesman to do it. 


The poster can be here, there and everywhere at once, the most 
flexible and forceful advertising medium that ever influenced a 
sale. In the Mills & Rockleys Region we take pride in the 
appearance of posters as well as their effectiveness at the * point- 
of sale.” If you have business in the Mills & Rockleys Region, 
we should be glad of the opportunity to suggest the most 
effective sites to stimulate vour sales. 


4 “2 
MILLS & ROCKLEYS 


PLANNED POSTER ADVERTISING 


POSTERS HAVE THE LAST WORD 


ADVERTISER'S WEEKLY 


royas 
says 


‘active accounts 
need active service” 


... and we are happy to let 
the John White Footwear Company 
Report speak for us... 


“ 
Ch. Company has again benetited during the 


past year from our steady policy of advertising 


boldly and informatively on a larye seale, both at 
Home and Overseas. 

There ts no doubt in my mind that year after year 
we have gained increasing public goodwill by this 
policy, by the way in which it has been carried out, 
and by the dependability of our footwear. In fact, 
our latest survey shows that, in the short space ot 
the last six vears, we have actually doubled the 
public’s recognition of the name John White applied 
to footwear. 

It is our intention to continue this policy on an 
even stronger basis during the coming year, and I 
would again express my thanks to our Advertising 
Avents and all who have co oper ited to make this 


side of the ¢ ompany’s efforts so etlective.” 


Chairman's Report and Review of the Year 1952 


G.S. ROYDS LTD 


Incorporated Practitioners in Advertising 


Poster displays in and around 
Bristol, Cambridge, Cheltenham, Coventry, Derby, Doncaster, 
Gloucester, Hull, Ipswich, Leicester, Luton, Mansfield, 
Northampton, Norwich, Nottingham, Oxford. Peterborough, 
Taunton, Torquay, Weymouth, Worcester and 150 other towns. 


MILLS & ROCKLEYS LTD ° 


21 QUEENS RD °* 


COVENTRY 


160 PICCADILLY, W.1. REGENT 8238 (12 lines) 
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WANTED fi 
art director 


with ability to visualise 


to visualise a clever lay-out of his finances in which 
future security plays an important part. For there are so 
many ways in which as little as 10/- a week, regularly set 
aside, can provide the means to meet life’s urgent financial 


needs; indeed, ) the Canada Life Savings Plan will: 


*® Guarantee a Life Pension or a Lump 


~' 
wy 

Pam Ks 
? Sum (or both) at age 55, 60 or 65. 


3 


* Guarantee an income for your 
family if you do not live to 
retirement age. 


* Provide funds to clear a mortgage 
in the event of your untimely, 
death. 


There are so many other ways, 
too, in which ‘future security’ can 
be spelt in bold caps without 
noticeable sacrifice in the present. Worth finding out about 
isn't it?) And so you, who are usually on the receiving 
end of a coupon, are now actually invited to send one . . 
and in the words of the poet... do it to-day NOW! 


“Without noticeable sacrifice 
in the present ' 


Mr 
A 


The r ldress 
nada |ife 


ASSURANCE COMPANY 


Est 1847 Incorporated in Canada 
as a Limited Liability Company 


{ye Occupation 
AW)? 
TO HELP YOU OVER THE ROUGH ROAD OF 


2 ST. JAMES’S SQ., LONDON, SW.| 22203030 02030000000320000eeeees | 


52 


| 


| 


| Clear 
interested in cure or 


Review of Advertising, by Copytaster 


Aprit. 9. 1953 


continued 


ing water systems will shut 
down revenue-producing plant. 
It is a difficult problem, but 
one that has been tackled suc- 
cessfully by the Wallace & 


Tiernan Technical Research 
Department. Send for the 
W. & T. Publication No. 
$1933." 


One might have been tempted 
to enlarge upon the danger 
Many of us would have made it 
whether we were more 
in preven- 
tion of the difficult problem, but 
the more information one gives 
iu the advertisement the less need 
the reader has to send for the 
book. 

On the other hand, the more 
one says about the book itself the 
better, and this is a weakness. 
How many other parasites does 
it discuss? Does it give any idea 
of costs? Has it case-histories 
from users of circulating water 
systems? Most people will agree 
that merely to say “Send for the 
W. & T. Publication’ \s altogether 
too off-hand and uninspiring to 
get the best results. To show the 


| book itself was a good plan, and 


it will have helped to bring 
inquiries, but it is not enough. 
The layout of the advertise 
ment is unconventional and my 
first mentor in advertising would 


POUL LL LLL 


“A tea campaign 
with a real idea in 
it, brilliantly 
dramatised,” is 
Copytaster’s —_-ver- 
dict. Copy is as 


| follows: 


ivy Brooke Bond = ~~ 


Rushed (a pour grocer FRESH every week 


have condemned it out of hand 
as “illogical,” but it is not nearly 
as bad as all that. It is always 
better, if possible, to put the pic- 
ture of the book or other free 
offer at eye-leve] rather than 
down at the very foot of an ad- 
vertisement, and once this 1s 
done the other elements seem 
reasonably placed. Indeed my 
only serious concern is with the 
headline, which is so placed that 
it might apply either to the 
mussel or—-perish the thought! 
to the free book. Perhaps the best 
answer would be to find another 
headline that would more readils 
catch the eye of people using 
this type of water system. 


* * * 
ISN'T THIS new series for 
Brooke Bond tea a good cam- 


paign! Advertisements for other 
brands of tea seem to be based 
on the belief that tea-drinkers 
cannot read more than one or 
two words and that, in any case. 
they will never listen to reason. 

Now comes a campaign with a 
real idea in it, brilliantly drama- 
tised, and such puerilities as 


packets of tea piled up to form 
the letter T suddenly shrink like 
burst balloons and their empti- 
ness is apparent to all. 


ceree © oi Rene 


IF YOU COULD PLUCK YOUR OWN TEA .. . 


A rub of Aladdin's lamp 


hey, presto! youre in a land of 
sunshine, where tea is being freshly plucked and processed. 
cup of tea there, and it will be the nicest you ever tasted. 


Have a 
Why? 


For the same reason that you should ask your grocer for Brooke 


Bond Tea 


its supreme freshness! 


Brooke Bond Tea, shipped from 


India and Ceylon in lined, sealed chests to keep its tea-garden 
freshness, is blended, packete d and whisked direct to your grocer 


with all possible speed 


What a difference that makes. 


Brooke 


Bond Tea is the nearest to tea-garden freshness vou can possibly get 
SPEEDIEST SERVICE IN THE WORLD 
Every week, to grocers in city, town and village, a fleet of the 


familiar little red vans rushes with fresh stocks of freshly blended, 
freely packeted Brooke Bond Tea 


MT 
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ASSOCIATED KENT 
NEWSPAPERS 


give new Intensity of Coverage in 
a solidly prosperous area 


The newly-formed Associated Kent Newspapers offer 
you by far the most intensive coverage of this sharply 
defined area. The wide variety of occupations in the area 
have one common characteristic: all enjoy a solid pros- 
perity and form a first-class market for consumer goods 
and services of every kind. These five influential news- 
papers should be part of every hard-selling schedule. And 
acceptance of.an order guarantees insertion in all news- 
papers. 


19s 3 


CHATHAM STANDARD (Tuesday 1d.) 
NORTH-EAST KENT TIMES (Tuesday !)d.) 
CHATHAM, ROCHESTER & GILLINGHAM NEWS 
(Friday 3d.) 

EAST KENT GAZETTE (Friday 3d.) 
ISLE OF THANET GAZETTE (Friday 3d.) 
(All members of the Audit Bureau of Circulations) 
TRADE DISPLAY (Ordinary Postttons) 35- per single column inch 


Rate Card operative from 2nd March, 1953 


NET WEEKLY SALES 83,487 (Certified by A.B.C.) 


Associated Kent Newspapers 


Group Accounts Office: 30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives: E. W. Player Lid., 30 Fleet Street, E.C.4 
(Central 2786) 


SALES , 
CONSOLIDATION 
DEPENDS UPON 
REPEAT 
ADVERTISING 


Tr YOU HAVE 
DIVERTED YOUR 
ADVERTISING TO 
OTHER CHANNELS 
AND LOST THE 
BENEFIT OF YOUR 
FORMER SPENDING 
IN OUR PART OF 
LANCASHIRE. 


THE 
BOLTON EVENING NEWS 
CAN PULL IT 


BACK FOR YOU QUICKLY 
AND ECONOMICALLY. 
21/- 
PER COLUMN INCH 
AND WELL WORTH IT 


A.B.C. DAILY NET SALT 


$2,461 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6 ARLINGTON ST. 
BOLTON LANCS. LONDON Ff 
Telephone: Bolton 1993 Telephone: GRO. $220 
Adver Manager’ Wm Sheppard london Manager C A. Miles 
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e-- 


caps and 
feathers 


brequntly clients have referred to particular 
orders for enlargements a being “feathers in our cap”. In 
consequence our headnear heavy with all these ornithological 


What we Wav 
We should li) 
Most 


tributes. ne, of course, is to put feathers in 


THEIR caps. to be able to do the same for yon. 


the really 200d photographic enlarge 


ments are made by Autotype. They are available in all 


ARE f 


(small enough for a brief case, or large enough to cover a wall) and 


in monochrome or colour, or as tran sparencies for rear illumination. 


VWiehs we explain how Antotype enlargements 


can be used to advantage for 


all di splay purpo ses? Gel in touch with 


y\ 
AUTOTYPE:?}? 


Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. EALing 2691 


I 
URGENTLY 
| WANTED 


Your 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 


IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 
E. J. HARRISON LTD. 
FOUNDRY - MILL GREEN ROAD - MITCHAM 


Telephone : Mitcham 2231-186!-4054 Telegrams: Destroying, Mitcham 
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Press praised agency which 
‘mother-henned’ this nest-egg 


[ sual LY advertisements 

compete with news. But 
every now and then an adver 
tisement makes news 

This was the fortune of an ad 
vertisement produced recently for 
the Trust Department of the 
Chase National Bank, New York. 
by Hewitt, Ogilvy, Benson & 
Mather (See dlustration.) 

Within a week of its appear 
ance in The New Yorker, the ad 
vertisement Was noticed editor 
ally in the New York World 
Telegram and Sun, Business 
Week, American Banker, and the 
Philadelphia Inquirer. 

Comments Business Week 

‘Prime target, reports Hewitt 
Ogilvy, Benson & Mather, Inc 
the New York advertising agency 
mother-henning the Chase ‘good 
will tour’ is to humanise the 
institution's trust department. To 
most people, that would seem 
well worth-while Rightly of 
wrongly, bank trust departments 
gxenerally have a reputation for 
being the stuffiest segment of the 
whole banking business. But the 
Chase has another target, too 
the ‘little rich’ 

‘How successful the — latest 
phase of the Chase's humanising 
campaign will be is still to be 
seen, of course 

“One thing is certain, however 
Even if the latest broadening out 
of the campaign proves a one-shot 
affair, many people who didn't 
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“T use 
rIqGues. 


ways 
Do as 
Lua 


does 


soup 


known hefore how the ¢ 
Bank's trust department was set 
up to aid investors now have 
more than an inkling.” 

The agents are pleased with 
the notice their advertisement has 
created, “But what pleases even 
more,” they say, “is that this 
single advertisement has already 
pulled a number of inquiries from 
people with nest eggs of the ap 
propriate size 
All this con- 
vinnees oul 
chents that they 
were right to 
take the plunge 
and against 
much solemn 
advice —apply the light touch to 
a traditionally staid segment of 
the banking business.” 

¥ ¥ ¥ 

Lever Bros. Ltd. now 
lished at Sacavem near 
Portugal, have brought off some 
thing of a scoop in their new ad 
vertising campaign for Lux toilet 
soap 

The advertisements are based 
on the testimonial approach used 
in’ other countries including 
Britain Ihe lies in’ the 
fact that Levers have chosen and 
the sponsor for their 
the internationally 
Amaha Rodrigues Tis 
Fados (hauntingly sad 
songs, probably of Moorish 
origin) is one of the most popular 
artistes in Portugal 

Another point of some interes! 
in the same advertisement ts the 
fact that Levers mention the price 
ot the soap, ¢ rarely dis 
cussed in advertisements in- the 
Portuguese hut it was felt 
that the I 


nase 


estab 
Lisbon 


scoop 


secul ed 
pi oduct 
known 

singer of 


ays 


Ost 1S 


press, 
attractive artwork might 
lead readers to suppose that they 
could not afford a product used 
film star 

* ¥ ¥ 

Australia’s population passed 
the 8.700.000 mark at the end ot 
last September 

Figures recently 
Canberra disclose that 
months ended last 
the population increased 
270.000 Natural increase 
counted for nearly 116.000 
migration for 104,000 Ihe 
population has increased by 
about 1,200,000 since the end of 
the war 


by a 


issued sin 
in the 12 
September a 
hy 
ac 
and 


¥ 
1/-Nahdha fdden 
newspaper (published Thur sdavs) 
African and 
decency Lid. as 
adve rrisement 


weekly 


has appointed 
Colonial Press 
United Kingdom 
representauves, 

* ¥ ¥ 
Industrial 


Revista Mexico, is 


Do vou own a nest egg 


1) 


April 
issue to industry in 
Britain 

Ihe emphasis 
is to be on industry 
and trade in 
new Elizabethan 
Ave. and specia 
attention is paid to 
Anglo Mexican 
relations 

Ihe front 
features a picture 
of He; Majesty 
Queen Elizabeth I 
with the Br 
flag and drawings 
ot factories 
hackground 
British 
sador in’ Mexico 
has contributed a 
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Great 
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tish 


as 
Ihe 


ionhae H.O.BM 


are 


Hest-¢ 


of $100,000 of more = 


this 
Bank 


mother-henning 
the Chase 


golds vl 


ve for 


goodwill message 
Joshua B. Powers 
London representatives 


I td 


Phe Gibraltar Chronicle iS to 
publish a special Coronation 
plement on June lt. Up to eight 
idditional pages will be run on 
special paper, with ilustra 
tons —bur no advertisements — in 
colour 

Advertiseme 
limited to 240 column inches 
maximum 
8 in 

London v 
Colonial 


sup 


some 


ind 
space obtainable ts 
dc 


African & 
Lid 


nts are 


Press Agency 


The 
has started a 
news about advert sers 
products is published 

The paper twice a 
week, an English edition on 
Saturdays and a Gujerath edition 
on Thursdays 


Nairob 
Which 
and the 


Colonial me 


column in 


pears 


Tih Trianelta 
magazine of the 
Infantry Division based 
Middle East. will include «¢ 
mercial advertisements from 
April Print order 
Siepped up to 3.000 of whic 
2.000 will go to units in the ¢ 
Zone and Cyprus, The remainder 
will circulate 3rd Division 
servicemen in Africa 

R ite for i4 
ne block nha 


tones 


quarter! 


3rd British 


Ssue 
ima 


among 

North 
a full 
and 60-80 SCT 
ure bh ' 


¢ being accepted 


and 


pave ts 


Cosme Matias Menezes. Nova 
Goa, have nted Publishing 
& Distributing Co 
London 


appo 


representit 


Diario da Noite, A Vida. Heraldo 


ind O'Heraldo 


Media notes from P. N. Barrett 
Co. Pty.. Ltd.. South Africa 
The South African Broadcast 
Corporation is now accepting 
advertisements for Its twin 
weeklies, §$.4.B.C. Magazine and 
S.A.U.K. Weekblad The circu 
lation of the former is claimed to 
Ne approximately 50,000) copies 
per week, and of the latter. 
20,000 per week The 
combined sales of the two maga 
7ines just under 73.000 
copies during the period October 
November 198? fo a 
Statement by News 
Agency 

Full 
40 


is oa 


ing 


COpPies 
averaged 


according 
Central 
page rate for §.A.B.C. is 
and for §.A.U.K. £20. There 
discount of 10 per cent to 
advertise,s using both papers 
\ new monthly magazine. 
Let's Travel s scheduled for 
publication this vear. Publishers 
are BF. W. & C. J. Shaw. Johan 
nesburg. Initial circulation is ex 
pected to be between 6,000 and 
9000 month Full 
10s 
Weekly will now 
idvert sements on 
advertisement pages 
may be half 
three-quarter 
full double 
Ss. and 


copies per 
rate s £4? 
Farmer's 

Tee display 
classified 


A\dver 


double 


sements 
column, 
double column. or 
column at £17 10s., £26 Ss 
£35 insertion, respectively 
They w be placed in the bottom 
outside position of the page 
Rhodesia Herald and Sunday 
Vail w now advertise- 
ments up to full page in 
Rates tor e\tra colour 
heen revised 
The Evening Post, Port Eliza 
South Africa, has raised 
> column inch rate by Is. 6d 
6d 


per 


aceept 
¢ | . 
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ADVERTISER'S WEEKLY 


Export Advertising 


Advertising in overseas markets demands a special- 
ised knowledge lacking in most agencies. We have an export 
department of specialists, competent to organise advertising 
campaigns anywhere, through which we provide the following 


services. 


% The complete planning of publicity suited to any country in the 
world. 


% The recommendation and placing of orders with suitable foreign 
media with an estimate of charges. 


% The preparation and adaptation of copy specially suited to the 
country concerned. 


% The translation and meticulous checking of copy by nationals 


of the country for which a campaign is planned 
%& The despatch of copy and blocks to any country. 


¥% The arranging of Treasury permits and foreign currency pay- 
ments, 


$. C. Peacock Ltd. 


Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215 REGENT STREET, LONDON, W.1. (Regent 1081) 
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ADVERTISER'S WEEKLY 


_SOUTH AFRIC 


Daily, morning, newspapers giving 
intensive coverage of the 3 largest 
cities ... 

CAPE TIMES (Cape Town) 


NATAL MERCURY (Durban) 
RAND DAILY MAIL (Johannesburg) 


Weekly, national, newspapers . . . 


SUNDAY TIMES 
SUNDAY EXPRESS 
DIE LANDSTEM 


Monthly, national, magazines . . . 


SPOTLIGHT 
THE FORUM 


Represented by : 


SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.|. 'Phone Holborn 4144 


COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 

a combined net sale of 1,896,074 

copies—87 °% of theftotal number 
of homes (2,174,379). 


OFFIC 


L.CRANE 


CEN.2611 


FRAN 


LONDO 
69 FLEETST.€ 


c PHONE 


Exhibition Stands 
DESIGN & CONSTRUCTION SERVICE 


MERCURY DISPLAYS LTD 


Head Office 


171 NEW BOND STREET, W.!. Tele: GROSVENOR 8711 


Works 
394 YORK ROAD, S.W.I8 


Tele: VANDYKE 3562 


EASTWOOD STREET, S.W.16 
Tele: STREATHAM 4595 
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Report from Germany 


‘Holidays at Home’ slogan 
for wall-paper campaign 


From a special correspondent 


CO-OPERATIVE adver- 
tising campaign has been 
launched by the wall-paper in 
dustry in Germany. It will 
culminate in a wall-paper week 
between April 26 and May 3. 
The slogan being used for the 
campaign is “Holidays at 
Home.” 
This is the second year of 
this co-operative campaign. 
Some indication of the suc- 
cess of last year’s advertising 


| has been given by the head of 


the publicity committee of the 
industry. In the first ten months 
of 1952, while the number ol 
homes being built dropped by 
33} per cent over a comparable 
1951 period, turnover in the 
furniture trade dropped by five 
per cent and of household and 
kitchen equipment by six per 
cent. Sales of wall-paper in the 
Same period were up 15:3 per 
cent, he reports. 
¥ % * 

The fourth German Industries 
Fair is to be staged in Berlin 
from September 26 to October 
11. All kinds of producer and 
consumer goods will be on show 
and the theme of the exhibition 
is to be the recovery of German 
industry 

* * * 

Some uncertainty ghouwt the 
future of patent medicine adver 
tising has been shown in German 
advertising circles as a result of 
a recent decision of 1 provincial 
court, This court has passed the 
matter to the Federal court 
whose decision is now awaited 

* * * 

Standardisation of newspaper 
sizes and of such mechanical 
details as column widths ete. are 
being investigated by the German 
Newspaper Publishers’ Associa 
tion. A working party has been 
set up in association with the 
Federation of German Industries 
and a preliminary report issued 
to form a basis for discussion 

* * * 

Hammerich & Lesser have an- 
nounced audited circulation 
figures for their publications for 
the fourth quarter of 1952: 

Hor Zu 1,504,086 
Hamburger 275,404 

Sundays 380,642 

Kristall 272.671 
* * * 

Deutsche Ilustrierte, atter its 
recent change to that name, has 
shown considerable increases in 


Abendblatt 


sales. Publishers have recently 
announced the audited print 
figures for the fourth quarter of 
1952 as 403,336. Sales, it is stated, 
were In the region of 350,000. 

* * * 

Sales of Fink um die Familic, 
the German radio programme 
paper, are stated to be over 
414,000 copies for January 1953. 
This compares with 277,000 
copies in January 1951. 

* * * 

Audited sales figures for the 
fourth quarter of 1952 bring out 
one interesting fact: Berliner 
Morgenpost, which has only 
recently been revived, has taken 
the lead among papers in Western 
sectors of Berlin with a weekday 
average sale of 177,262 and a 
Sunday average of 245,695. 

* . * 

Deutscher Merkur, weekly 
magazine published in Bremen, 
has changed its name to 
Deutsches Echo. 

* * * 

Reader's Digest has opened an 
office in Hamburg in order to 
service local clients more satis 
factorily. 

+ + * 

New edition of the ADW- 
Zeitungskatalog 1953, recently 
published, lists 747 daily news- 
papers with 878 local editions. 
There are 41 weekly newspapers. 
955 magazines, 1,902 trade and 
technical papers, and 353 annuals. 

* * * 

A new trafic law which 
recently came into” effect) em- 
powers the German Transport 
Minister to make regulations to 
control outdoor advertising out- 
side built-up areas. 

It is anticipated that outdoor 
advertising will not be allowed 
anywhere “where it might distract 
the attention of motorists to the 
danger of the public.” 

* * * 


Marketing men are having to 
adapt their methods to the chang- 
ing local conditions, 

One of the biggest problems 
facing them is the lack of popu- 
lation stability caused partly by 
the influx of refugees from 
Eastern Europe. 

This means that the size and 
importance of various markets 
changes constantly and advertis 
ing weight has to be switched 
accordingly. 

Distribution, too, is affected 
since the turn-over of individual 
shops can no longer be forecast 
accurate]\ 
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SOLE 


63 LANCASTER GROVE 


Modern Studios 
refer 

OVERALLS from 

GARDINER’S 


... SO DO PRODUCTION AND 
ADVERTISING DEPARTMENTS, 
BLOCK MAKERS, TYPESETTERS. 
etc. They know that smart overalls 
from Gardiner’s impress their clients 
and encourage staff efficiency. Long 
Coats, Jackets, Boiler Suits, Aprons, 
etc., for men and women can be 
bought from our huge selection at 
advantageous = prices Should you 
require badges or emblems em- 
broidered on pockets or contrasting 
collars and cuffs, these can be added 
at slight extra cost. 


Gardiner? 


THE OVERALL SPEC/AL/STS 


is read throughout the economic sphere of Western German 


The largest Sunday Newspaper in the West German Republic. 


DIE WELT vVERLAGSGESELLSCHAFT m.b.H., 


REPRESENTATIVE 


F. C. URBACH INTERNATIONAL ADVERTISING LTD. 


Gardiner’s Corner, 1, 3 & 5, Commercial Road, London, E.1 


Telephone: BIShopsgate 67 


ADVERTISER'S WEEKLY 


GERMANY ’S LEADING NATIONAL DAIL 


including Berlin. 


WELTam SONNTAG 


DAS NEUE BLATT 


The popular family paper including Radio News. 


PUBLISHERS: 


HAMBURG ESSEN BERLIN 


FOR GREAT BRITAIN AND THE COMMONWEALTH 


LONDON N.W.3- PHONE: PRI 3952 - 


CABLES: URBINTAD LONDON 


CORONATION 
ee 


Order NOW from 


AUTOTY PE. 


(Most of the really good enlargements are made by Autotype) 


STUDIO 


For the most effective Coronation dis 


play only REAL photographic enlarge 


ments can be considered. AUTOTYPE 


offer the latest official picture by Court 


phy tographers with quantity discount 


Available in all sizes from 20ins. by 


ti . , 
whe 5 ‘ PUR Jj 15ins. up to 100ft. by 50 ft 
unadle o ta 
WRITE Stating your 
requirements or send 


; A we Latest additions include Royal Family groups and new por- 
or our rice ust, 
trait studies of H.R. The Duke of Edinburgh as Admiral 


of the Fleet, Field Marshal, and Marshal of the R.AF. 


pea lih for illustrated Price List 


" Autotype Co. Ltd., Brownlow Rd., West Ealing, London, W.13. EALing 2691 
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Behind, in front. in the middle. or all mixed up? 


Trade journal publishers should pool 


experiences on advertisement positionin 
By SCRUTINEER 


NV ONITH alter month and 


year alter year, | scrutinise 

4a great variety of trade 
journals. Some of them have 
the editorial pages all together 
slap in the centre with adver 
tisements = wrapped round, 
others segregate advertisements 
at the back or at the front; in 
a third group advertising and 
editorial are mixed to varying 
degrees 

Or! the dimensions of 
the publications vary om depth 
is well as in length and width 
ind this is Likely to affect printers’ 
schedules But when one con 
siders that the over-riding policy 
im the majority. of 
ensure the maximum 
the seems 
Strange that the divergence should 
remain particularly between 
weekly or monthly journals in 
the same field 

Colour printing on higher-grade 
paper, naturally, is a separate 
problem, and there are convine 
ing arguments in favour of keep 
ing such pages together, prefer 
ably bound in the centre, or, as 
more and more trade papers are 
doing, bound separately and 
inserted as insets 

The transition from a. sellers’ 
to a buyers’ market already has 
left its mark on many trade 
papers. As the competition for 


Course, 


cuses is to 
response to 
advertisements it 


loose 


the available spending power be 
comes fiercer, this question of 
positioning of that they 
yet the best results is likely to 
becoming increasingly vital 
There's more to it than the simple 
expedient of offering a few solus 
positions among the editorial, | 
feel 

Surely in this enlightened age 
particular method should 
been found to pay bigger 
dividends than the others. But 
no such thing can have happened, 
because, if it had, it would logic 
ally have been generally adopted 
Or is it that trade paper pro 
prictors have too litthe in) com 
mon to feel disposed to discuss 
such matters? 

¥ ¥ ¥ 
“FVHAT there OCCUSIONS 
when consumer advertising 

and other publicity methods can 
be used for a purpose other than 
actual selling is no new adage; 
it has been employed to good 
effect no end of times, in various 
Under the stress” of 
events, however, the point ts apt 
to be overlooked, particularly 
when the way is opened for 
energetic individual campaigning 
in the more normal way 

Ihe ending of sweet rationing 
vave Confectioners Production (a 
manufacturers’ journal) the 
portunity to remind the industry 
that its publicity efforts might be 
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Greatest-ever advertising drive for 
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Baw Batata he 
THOMAS OREEN & SON LTO 


Bigeest “Greater 
hetter and better campaigns 
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allow 


their large-xpace 
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BIGGEST QUALCS 
ADVERTISING | 
CAMPAIGN EVER 
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GUALCAST LTD. DERBY 


Trade paper advertisers are announcing 
And trade papers are benefiting propor 

Not least among contributory are 
advertisers 


yvome national media who 


a small rebate for trade paper 


advertising. The lawn mower ads, appeared with only a page between 


‘Hardware 


/ rades 
Shrine 


them in 


Journal 
& Leathe, 


shoes from 


The K 
Ne ns 


page Is 


required for “educational” 


poses 


pur 


Let's face it, said the journal 
in effect, the freedom from cou 
pons is nor only for 
jubilation, but one on which 
manufacturers must take on a 
great responsibility. And soberly 
and factually, manufacturers are 
brought back to earth.” If the 
buying public can’t immediately 
buy their favourite confections 
in the desired quantities, with 
improved quality and at ruling 
“there will) be letters in 
the press, editorial comments on 
‘national scandals, suggesting 
that one section of the com 
munity is being favoured at the 
expense of another, and insidious 
whispering campaigns.” 

lo all this. manu 
facturers Were urged to strive, as 
far as lies within their power 
through advertising and other 
publicity, to present to the public 
an informative picture of the true 
facts of the position, concealing 
neither the good nor the bad 

This is sane reasoning and 
advice How much easier it 
would have been to have simply 
joined in the chorus of jubilation 
But “Confectionery Production 
like British trade papers gener 
ally, has its duty to perform and 
doesn't shirk its responsibilities 
however irksome they may 
times appear 


an occasion 


prices, 


overcome 


Sanne 


* * * 


| PHOUGHE that the war had 
proved beyond all doubt to 
Government departments — the 
necessity of using the trade papers 
to get their orders and views over 
to traders as a whole. In fact, in 
several price control prosecu 
tions, the Crown has been 
that orders had been published in 


tase 


KK sions 


MAKE. THT 


il \NING 


the trade papers and, therefore, 
there was no excuse for traders 
not seeing them 

The Home Office, apparently, 
has forgotten its wartime lesson, 
for here is the Drapers’ Record 
formally protesting against its 
official refusal to sell to the trade 
press a White Paper it had issued 
to trade organisations. The docu 
ment in question contains sug 
gested provisions for amending 
shops legislation. 

Says the Record: “While not 
questioning the quality and value 
of the work done by those bodies 


Poe eee UEP OCS COCO CCOCCO SCOOT 


Tribute to the 
technical press 


Tripure to the technical 
press was paid recently by Lord 
Citrine, chairman of the British 
Electricity Authority. 

He told a conference: “The 
technical press has been both 
understanding and friendly 
although | would not say that it 
had never been critical of us; but 
it is entitled to be. 

“However, it has always been 
understand ng because, fortun 
ately, the members of the electri 
cal press know more about our 
problems, having more complete 
information, than most people. 
The result has been that we have 
been almost free from the carping 
criticism which could easily 
have been levelled against us by 
less understanding people.” 


so 


eee Pee eee eee eee eee eee eee eee eee eee) 


or the practical advice they will 
the paid circulation of 
the trade press exceeds by over 
300 per cent the number of 
retailers in the two main drapery 
Organisations. Are the views of 
those 30,000 or so shopkeepers 
considered of no importance?” 


give 


To many people that figure of 
shopkeepers who can be reached 
only through the trade press 
(ruling out direct mail, of course) 
may com ays an eye-opener. 
Where would these traders be 
without their trade papers’ 

* * * 


MINHE closeness to its industry 

of the Fruit Trades Journal, 
to which I referred last month, 
is further exemplified in its latest 
venture. The journal organised 
a party representing al] sections 
of the British horticultural indus 
try (growers, importers, retailers, 
chain stores, primary and country 
wholesalers, a canner and a 
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ADVERTISER'S WEEKLY 


How much does it cost to put your sales message regularly in 
front of a pre-selected audience of fashion, drapery and men's wear 
buyers and sales assistants? These people between them buy and sell 
in millions every week. Yet you can influence their buying and selling 
for a few pence a year. It costs roughly one fifth of a penny per 


reader per page in THE DRAPERS’ RECORD or MEN’S WEAR. 


Keep the Retailer on your side and vou cannot go far wrong! 


HEAD OFFICE: Branch Offices: 
KINGS BOURNE HOUSE Manchester Leicester Leeds 
229-232 High Holborn, London, W.C.2 Glasgow Birmingham Belfast 
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ADVERTISER'S WEFKLY 


Have youa 
product or 
Service to offer 
EXPORTERS ? 


If you have, you will find 
the advertising columns 
of The Merchant Ship- 
per invaluable in keeping 
your name before the 
Export Managers of all 
the principal British 
Manufacturers. It is 
the monthly paper 
which keeps the Export 
Manager up-to-date with 
all the latest changes in 
export regulations and 
is a publication which is 
always being consulted. 
Your advertisement will 
be constantly before the 
individual who can use 
your product or service. 


* 


Specimen copy and advertising rates 
will be sent on application to : 


THE MERCHANT SHIPPER 


26-28 Billiter St., London, 
E.C.3 


Phone ; Royal 5322 


BULLETIN 


en 2 


Birke 


PAINT, OIL 
& COLOUR 


JOURNAL 


ONLY 


journal in the 


PAINT FIELD 
with 


A.B.C. 
CIRCULATION 


figures 


83,6 FARRINGDON ST., LONDON, E.C.4 
Telephone : City 4788/9, 6640 


cc as 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE weexkty 
TUESDAYS & FRIDAYS 


Published by 


METAL INFORMATION BUREAU LTD. 


tt House, 27 Albemarle St., London, W.! 


| P your market 


THE Bairisn 
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LPP THE KENNEDY PRESS LTD., 31 
Fh LONDON OFFICE: 50 TEMPLE C 
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people at home and abroad who 


manufacture or use metals ? 


ETALLUR 


1S YOUR ADVERTISING MEDIUM 


among the 
GIA 
JOURNAL OF METALS 


KING ST. WEST, MANCHESTER 3 
HAMBERS, TEMPLE AVENUE, E.C.4 
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Scrutineer — continued 


Arprn 9. 1983 


Retailer-columnists give insight 
into readers’ mentality 


transitaire) for a nine days’ tour 
of French Morocco, which 1s 
rapidly climbing to a place of 
high importance among the 
world’s chief horticultural pro- 
duction and exporting areas 

The twenty-five-men party, led 
by the editor of Fruit Trades 
Journal, travelled to Morocco at 
the invitation of the country’s 
export control organisation, 
which subsidised the tour, and 
had the opportunity to see for 
itself the vast potentialities of a 
land which has been called the 
California of the Mediterranean. 
Phe party inspected shipping 
facilities and discussed problems 
with the growers, merchants and 
exporters. As a result, says the 
Paper, it seems certain that there 
will be improved commercial 
relations between the two coun- 
tries. And it expresses its ap- 
preciation to all who made pos- 
sible “a journey from whose 
frank exchange of opinion and 
information only good —for both 
countries can eventually result.” 

There can be no doubt that the 
trade, for its part, must be deeply 
appreciative of an effort such as 
this by its trade journal. Here's 
goodwill if vou like! 

* ¥ * 
UDGING by the correspon 


dence columns, regular 


| “talking shop” articles by people 


actively engaged in business are 
widely read and appreciated by 
trade journal readers. In fact, in 
many cases they would be found 
on analysis, to bring in| more 
letters to the editor than any 
other subject 

In one respect, this is indicative 
of the mentality and outlook of 
the reader Here is somebody 
writing freely about problems 
and aspects which, though per 
haps petty in a general sense, are 
vitally important to the man-in 
the-shop. And the yearning to 
know how the other fellow is 
doing will always be there. 

Here is a typical example. It 
comes from “John Thorough 
good,” trader-columnist of Man 
and His Clothes: 

“A free block service in con- 
nection with local press adver- 
tising of branded lines is a 
common thing, but there seems 
to be a recent increase in the 
number of manufacturers who 
offer to meet half the space-cost 
of such advertising. This is 
very welcome and to my mind 
there is no doubt about it being 
fair. Some time ago I jibbed 
at boosting a particular product 
entirely at my own cost (blocks 
excepted), but a fifty-fifty basis 
is not unreasonable Not so 
long ago an outfitter in a 
nearby town ran a series of 
advertisements in our local 
paper concerning a_ certain 
well-known brand It is a 
brand which 1 also feature 


mm HF 


Regular 
advertising 
and smart 
sales aids 

make 


the best known 
blades 


Few products lend themselves 
quite so well for ad. borders as 
hack-saw blades. And what a 
neat and concise job of work 
they do here for James Neill & 
Co. (Sheffield) Ltd., says Seruti 
neer, who came across the ad. in 
the “lronmonger.”’ 


strongly. A customer remarked 
that he had been following 
these advertisements. He liked 
the sound of the suits in ques- 
tion and he asked me to fix 
him up—which needless to say 
1 did at the double. The point 
about the incident is this: it 
was the branded article which 
made the impression on my 
customer, not the shop issuing 
the advertisement. The greatest 
value was to the manufacturer. 
1 am all in favour of this sort 
of co-operative publicity, so 
long as the manufacturer really 
does co-operate fully in the 


cost.” 
Another — trader-columnist, 
“Small Man” of Men's Wear, 


referring to a reader who writes 
“The trade (wholesale or retail) 
takes a lot of notice of your jolly 
and interesting articles,” grabs 
the opportunity to stress the fact 
that his views and experiences are 
those of one man and one shop 
only. “No two shops are alike, 
so don't regard me as a sort of 
universal ‘mouthpiece’,” he says. 
That such an explanation is 
necessary from time to time is 
proved by the number of letters 
which almost shout “liar” at 
these literary shopkeepers, be- 
cause their recorded experiences 
don't tally with those of the 
writers There is certainly a 
great variety of grades in this 
“nation of shopkeepers!” 

* * * 
OLLOWING the record size 
of the advertising section in 

the February issue of The Pur- 
chasing Journal. a new high is 
reached in April, with a total of 
76 pages of advertisements 
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“AWARD” ADVERTISING SERVICE 


(LIMITED) 


Directors Phones | 
H. ALBANY WARD, D. G. ALBANY WARD. E. D. POPE 4260, 4238, 3375 SALISBURY 


PUBLICITY HOUSE, SALISBURY 


Controlling : 


Abergavenny Billposting Co., Ltd. 

Cinderford & Forest of Dean Billposting Co. 
Cotswold Poster Advertising Co., Ltd. 
Devon & Exeter Poster Services Ltd. 

Dorset Poster Advertising Co., Ltd. 
Hereford & Monmouth Advertising Co., Ltd. 


Ludlow Billposting Co. 

North Devon Advertising Co. 
Ross-on-Wye Billposting Co. 
Salisbury Billposting Co., Ltd. 
Swindon Poster Advertising Co., Ltd. 
Western Publicity Co., Ltd. 

Etc., Etc. 


Builth Wells 


COVERAGE 
FOR 
ENGLAND 
WALES 

SCOTLAND 
N. IRELAND *8idetord 
® Torrington * Tiverton 
EIRE *Crediton 


Moreton 
Hampsteade 
Dewlish 
Ashburton e” . 
Bucktastieigh” Wey 


ombe Mar 
litracombe 


Barnstable 
Westward Ho 


Bishops Castle 
. 


* Ludi 
@Knighton nee 


Liandrindod Wells 

. « Leominster 

*Kington = * Bromyard 
@ HEREFORD 


POSTE R Hoy 


Monmouvthe = 


I Cicencester 
Aberqavenyp “ce Minchinhampton 


* Bridgnorth 
Craven Arms 


. Tenbury Wells 


PRESS 
AND 
MAGAZINE 
ADVERTISING 
SCHEMES 
SUBMITTED 


* Ross on Wye 
Cindertord 
NajIsworth 


l 
Tetbury Fairtord wtastnese 


Malmesbury® ° Cricklade 
Wolton Bassett @ SWINDON 


@Mar!borough 


* Pewsey 
Tilsheode *Ludgersholl 
. @Andover 


Codtord 
SALISBURY 


AND 
Gillingham Wuton 


Shaftesbury srordinsy ——" 


Established in 1900 


Pioneers in Modern Poster Advertising 


Members: British Poster Advertising Assn., South England Poster Advertising Assn., Midland Poster Advertising Assn. 
GOVERNING DIRECTOR : H. ALBANY WARD, F.Inst.D. (Member of the Alvertising Association) 


Associated Company also 


SALISBURY PRESS LTD. 


OF DISTINCTION 


PUBLICITY HOUSE, SALISBURY 


New LONDON OFFICE 
(Opens May Ist) 


18-20 YORK BUILDINGS, ADELPHI, W.C. 


(OFF ADAM ST.) 


Watch for further interesting announcement soon 


MODERN PRINTERS 
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MURRAY 
WATSON 


LIMITEC 


| 


SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 
\ industry of the brilliant range of 


new designs made available for 
food packaging by Britain's 
largest foil manufacturers, i 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


ae 


ye 


YOVERING $a new world 
| Sea of the sectence 
and chemical treatment in 
the production and usage of 
FIBRES, Natural and Syn- | 
thetic, giving each month a | 
review of the latest technical | 
developments all over the 
world in materials, machinery 
research, chemical applica- 
tions, methods of laboratory, 
faciory and mill practice. 


FIBRES 


NATURAL AND SYNTHETIC 
is another publication of the 


LEONARD HILL 
TECHNICAL GROUP 


MANUPACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS —-ATOMICS 
POOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 


says K. G. BRISKHAM, 


ARIOUS members of the 


advertising profession 
complain that they cannot 
properly service technical 


accounts on a 10 per cent com- 
mission, and representatives of 
the trade press retort that they 
cannot service a_ technical 
account anyway and are there- 
fore not entitled to any com- 
mission. Like influenza, the 
argument, for argument it is, 
not discussion, breaks out at 
regular intervals and then tails 
off again with whines and 
groans, like an_ inconclusive 
war. 

Let us forget our various 
domestic viewpoints and look at 
the WHOLE problem logically, not 
forgetting the man who foots the 
bill 

We could start by listing the 
various objectives and consider- 
ing how each can be achieved 
and whether its achievement is 
worth while. I suggest we want 
to discover whether we can: gct 
hetter results for the advertiser; 
raise the status of advertising; 
reach a consistently higher stan- 
dard of presentation; avoid un- 
economic. selling methods, We 
probably have to consider the 
commission aspect, so let us con- 
sider it coldly, as business men 
making a living. 

Organised advertising grew up 
as the result of the commission 
system and lives on it to-day. 1 
do not know whether the adver- 
tising business would survive its 
decease, nor do IT know what 
form survival would take. And 
frankly, I have little desire to 
know, because I believe the price 
of that knowledge may be a 
return to jungle law for our 
relatively well organised business. 
Every alternative I can think of 
is dangerous, 

1 will jump my first two stated 
objectives--better results and a 
higher standing for advertising — 
because | believe that if we can 
accomplish the remainder, these 
will follow, 

There is one sensible step we 
can take immediately: CUT OUT 
TREE PAPER SETTING. This 
is a blatantly unfair practice 
since an advertiser or agency 
which puts a paper to endless 
trouble with setting and proofs 
pays only the same price as one 


Fden Street, London, N.W.1) 
Specimen copies on request 


| providing a complete plate. 
Since the publication must 


| obviously take this charge into 


managing director, Kenneth CG, Briskham Ltd. 


account it amounts to a subsidy 
of the inferior advertiser paid by 


the man maintaining higher 
standards and providing the pub- 
lication with its most attractive 
advertisements. The publication 
could still provide a_ setting 
service, charging for it at normal 
trade rates— including overtime 
for last-minute work 

This would mean typesetting 
bought on its merits. Some 
journals would provide a standard 
equal to trade setting. For the 
rest, setting would be carried out 
by trade setting houses. 

There would be better present- 
ation, fewer rushes, more realistic 
space costs, less phone calls for 
extra proofs, more respect for 
advertising by both advertiser and 
consumer, and the general 
standard of production of all 
trade journals would reach the 
standards of the best 

Change of mind on copy or 
layout in the repeat of an adver- 
tisement would cost money: so 
more thought would go into it in 
the first place. More trade type- 
setting would make worth while 
the addition of new faces by the 
more enterprising typesetter; ad- 
vertising and editorial alike 
would receive a much needed 
face lift. 

The benefits to the advertiser 
are clear; he would be pay- 
ing openly for what he is now 
paying for indirectly, and the 
standard of the work he receives 
for this money would be infinitely 
higher. 

We can now re-open the ques- 
tion of agency commission. The 
agency will have a case for an 
increase. Inferior work will stand 
out unmistakably and inefficient 
organisation will be reflected in 
overtime charges on the invoice. 
The operation of normal econ- 
omic laws will quickly show the 
inefficient advertiser or agency 
the error of his ways and the 
agent will become of real service 
to both advertiser and publisher. 
The technica! journal will have a 


“more economical and smoother 


Organisation with less panics to 
cope with and rates will be an 
honest reflection of real costs. 
ILS.B.A. standard sizes are 
steadily gaining acceptance and 
another stereo from a setting costs 
very little. The smaller papers 
are burdened at the moment with 
setting charges out of all propor- 
tion to the economic cost of their 
space. If these setting charges 
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| Technical journals should 


__) charge for type setting 


UITUSVUUE UAE 


Cutting of free setting by 
journals would— 


1. Rationalise the rates, re- 
moving a hidden subsidy. 


2. Ensure better presentation 
of advertisements. 


3. Reduce the number of 
last-minute panics. 

4. Strengthen the argument 
in favour of adoption of 


standardised type areas. 


5. Make for more economical 
operation by publishers. 


are climinated from their cost- 
ings their space charges could 
become lower while allowing 
them the same absolute amount 
of profit. They would, therefore, 
stand a better chance of figuring 
additionally on schedules now 
confined to the largest publica- 
tions in each field, with a gain 
in both prestige and revenue. 
Since this sequence is one which 
will not operate in reverse, this 
change will almost invariably 
arise from an expanded rather 
than an altered schedule. 

This makes conformity to the 
1.S.B.A. standard sizes much 
more important--and even more 
standardisation might be desire- 
able. Even a standard size and 
layout of rate card would be a 
considerable improvement. 

A logical development from all 
this might be that the editorial 
section should review advertise- 
ments occasionally mentioning 
which agency prepared each. The 
journals would in this way exer- 
cise a legitimate influence in 
favour of agencies which, they 
felt, best served the interests of 
their readers. There is nothing 
strange or even particularly novel 
about this suggestion once you 
de-hypnotise yourself of the idea 
that editorial and advertising 
appearing between the same cov- 
ers are not both parts of the 
same publication, It is simply 
useful advice to readers on a 
subject which is of considerable 
interest to them, After all, the 
agency is just one of their sup- 
pliers. 

Again, why should there not be 
a brochure available to adver- 
tisers, and more important, poten- 
tial advertisers, telling them what 
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This © Salesman’ ‘Has 


in the Field 


By reaching both the known and 
unknown buying influences in places 
where your product can be used—at 
approximately ‘‘a penny a call'’—The 
Machinist will not only create new 
markets for you, but will help to main- 
tain the contacts already established. 
Your sales staff will appreciate this 
valuable assistance when they concen- 
trate their energies on securing the 
order. 

The Machinist advertising is to selling, 
what good machines are to production. 
It’s the high speed, low cost means of 
multiplying individual effort. 


So whether you sell— 


MACHINE TOOLS 
OR CUTTING OILS 
GAUGES OR 
ELECTRIC MOTORS 
ABRASIVES OR MATERIALS 
HANDLING EQUIPMENT 
—in fact anything for 
Metal Working Production 
you will find The Machinist the most 


profitable advertising medium. 
* For further details write to 


THE DIRECTOR OF ADVERTISING 


TELEPHONE: CENTRAL 0911 


PLANT AND PRODUCTION ENGINEERING 
McGRAW-HILL PUBLISHING CO. LTD. McGRAW-HILL HOUSE, 95 FARRINGDON STREET, LONDON, E.C.4 
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‘STOP FREE 
SETTING’ 


Continued 


they can and cannot expect from 
in agency? How agencies differ 
and where they are the same? No 
agency could such a bro 
chure entirely on its own account 
without some suspicion of bias 
Because a journal’s own survival 
is dependent on the health and 
number of its readers and adver 
the information would be 
and accurate and would 
believed and acted) upon 
There is no better guarantee than 
self interest 

[hese are just a few 
thoughts from one person 
of goodwill and common 
ests, gathered together, 
think of more and better sug 
gestions, Some practicable, all 
useful, if only as ideals at which 
to aim. And if there were still 
a few small points of difference 
such as the right basis for com 
mission, they could be discussed 
and possibly a conclusion 
reached 
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Three-language 
year book 


Ihe 1953 International Edition 
of the Electrical and Radio Trad 
ing Year Book has been pub 
lished by Odhams Press Ltd 

This issue, which runs to 
pages and includes the 
tisements of more than 
Britain’s leading electrical and 
radio manufacturers, is lavishl, 
illustrated and is printed in three 
languages -English, French and 
Spanish, 

Contents 
equipment, 
clectrical 
ments, 


IRS 
adve! 
100) of 


television 
appliances, 
and electronic instru 
radio components and 
iceessories, recorders, ete., avail 
able to overseas markets, 


deal with 
electrical 


Ihe book also contains a clas 
sified directory of manufacturers 
and a 


Coronation Year pro 
gramme of events of radio and 
electrical interest 

’ 

Gown trade 
li 
( irectory 
A new. section covering the 


fur trade is incorporated in the 
latest edition of the Gown and 
Mantle Directory just: published 
by Kemp's Commercial Guides 
Ltd. (21s.) 

The gown and mantle trade 
section has been considerably 
expanded. Information is given 
on suppliers of branded products 
. and a substantial section (broken 
into London firms and provincial 
ones) is devoted to manufacturers 
and suppliers to the trade 

A large number of advertisers 
are included, 


Boot and Shoe Trade 


Britain's Leading Weekly 

Shoe & Leather Trade Paper — 

THE SHOE & LEATHER NEWS 

SPENCER HOUSE, SOUTH PLACE, E.C.2 
Advertisement Rates on Application 


Telephone MON 9666 9 


THE SHOE & LEATHER 


RECORD 


Founded 1886 


Read by the men who 
matter in the trade 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON WC2 
Tel. TEM 5524/6 


Paper ‘Trade 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


S.C. PHILLIPS & CO., LTD 


3 TUDOR STREET, LONDON, E.C.4 


64 


The Monthly 
Register 


Aprit 9, 1953 


Fruit Trade 


If you sell anything from 
a light bulb to a heavy 
vehicle, the fruit trade 
offers unlimited possibilities. 


THE 
FRUIT TRADES’ JOURNAL 
affords complete coverage of 
this vital industry. 
6 7 GOUGH SQUARE, E.C.4 CITY 1003/4 


Food Manufacturing 


awe WORLD's 


A.B.C. MEMBER 
329, HIGH HOLBORN. LONDON. WCI 


2ist YEAR . 
OF PUBLICATION 


To. 
ADE REVIEW 
FOOD TR nd a ‘a 


’ an 


Printing Trade 


Meat Trade 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


Paperé& Print 
QUARTERLY 
/ 329, HIGH HOLBORN, W.C.I 


Meat Trades’ Fournal 
Weekly net sales exceed 
31,000 
For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


Painting and 
Decorating Trade 


oJ .D.A. 


The Journal of Decorative 
Art & British Decorator 
The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMFORD HOUSE - MANCHESTER 4 


Established 
1881 


Timber Trade 


——The 
WOODWORKING 
INDUSTRY 


The technical Journal of the 
timber using industries. 


180 Fleet St., London, E.C.4 
Tel.: CHA. 8844 


Photography Export Can-Making Trade 
“ENGINEERING TIN-PRINTER & 


Good Photography 


Monthly—for all 


amateur photographers 


!1 Bolt Court, Fleet Street, E.C.4 


& ALLIED TRADES REVIEW” 
A quarterly publication 
devoted to EXPORT 
World-wide circulation 
15,000 copies per issue 
165 FENCHURCH ST., LONDON, E.C.3 


BOX MAKER 
Specialist monthly magazine covering print- 
ing on sheet metals, and the fabrication of 
plain and decorated tins, cans and boxes 
from tinplate and aluminium 
CANNING PUBLICATIONS 
14-15 COLEMAN ST.,LONDON,E.C.2 
Tel.: MONarch 1995 
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Publications 


Municipal Works and 


Local Government 


Aad Municip! end County botincer 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.I 


TELEPHONE: HOLBORN 0452 


Furnishing Trade 


| Industry in 
_ 65 Countries 
F] 

The ome J 
| ts witgonareh 2 567 


meee 


Metal Industries 


70 COT STRIAL 


[NOW BUYERS. 


USE THEIR OWN WEEKLY- 


Ruhasing Bulletin 


Published by 
PURCHASING OFFICERS 
ASSOCIATION 


Wardrobe Court 
146A, Queen Victoria Street 
London, E.C.4 
Tel: CITY 58489 


upplie 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
*% Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone : Grosvenor 7281 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
el.: CHA. 8844, 


ye journal in steel 
for real reader interest 


THE BRITISH 

STEELMAKER 

7 CHESTERFIELD GARDENS W.! 
REGent 3066 


Gas 


Heavy Clay 


Industries 


Gas Journal 


Newspaper and expert technical weekly 


Gas Service 


The specialist for Gas Sales and 
Service Staffs 


11 Bolt Court, Fleet Street, E.C.4 


SERVING THE CERAMIC INDUSTRY 
The Refractories Journal (Official Organ 
of The Refractories Association of Great 
Britain). Claycraft (Official Organ of the 
Institute of Clay Technology). 

Digest for Machinery Makers and Ceramic 
Manufacturers at home and _ overseas. 
(Published at 34 Townsend Drive, St 
Albans, Herts.) Annual Subscription: 30s. 

Gt. Bricain, 35s. Overseas 

London & Sheffield Publishing Co., Léd., 
7 Chesterfield Gdns., Curzon St., W.1. 


THE BRITISH CLAYWORKER 


Leading world technical journal for 


Brick, Tile and Sani.ary Ware 
Industries. 
Overseas Sales equal 33°, of total 
circulation. 


CLAY & BRICK PUBLICATIONS LTD. 
13 Tavistock Street, London, W.C.2 
TEMple Bar 7664 


Campaign in a 
‘** Selling ’’ Journal 


“GAS TIMES" -—Sciis gas plant, 
appliances and enginecring 
equipment 

“INDUSTRIAL GAS"-—Sciis gas 


fired furnaces, dryers and gas 
heating equipment. 


Both are under the Editorial Direc- 
tion of Dr Coxon, Sc., 
FRIC., F.LM., M.InstF. 
Enquiries 
ARROW PRESS LIMITED 
157 Hagden Lane, Watford, Herts 
Telephone: Gadebrook 2308/9 
Telegrams: Techpress, Watford 


Lubrication 


Independent 
yvoted to 


The ONLY 
UBRICAT ATION 


J oa 1; 


—_ i | 
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a ae rER THE “WORLD 
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some SCIENTIFIC PUBLICATIONS 


8, Walker Sureet 
’ <= Wellington, 
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Transport 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets. 


* 
PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


ADVERTISER'S WEEKLY 


Third edition 
of ‘Hards’ 


The third edition of Hard's 
Year Book for the Clothing 
Industry (United Trade Press Ltd., 
Ws.) contains Many new features, 
including articles specially writ 
ten for the clothing trade on such 
subjects as colour and lighting 
dynamics, female figure assess 
ment, woven labels, ribbons, cloth 
identification and plastics 

An illustrated guide to textile 
weaves and patterns is another 
new section A review of new 
equipment and gadgets for the 
clothing factory, and a biblio 
graphy of hundreds of books 
concerning the clothing industry, 
are among other additions to the 
400-page 1953 edition 


List of current 
directories 


Current’ British Directories. 
1953, compiled by G. P. Hender 
son (Staples Press, 30s.), lists over 
1,300 directories and reference 
books in” two — sections —local 
directories and specialised direc 
tories. Content is briefly described 
and the name and address of the 
publisher given. 

The price of 
Annual. incidentally, 
42s. as stated 


Advertiser's 
is £2. not 


Trick cover for 


‘Wool Window’ 


The first issue of Wool Window 
the journal of wool sales promotion 
published by the International Wool 
Secretariat, has a “trick cover” in 
the form of a viewing window 
through which the reader can see 
a section of a photograph on page 
three. The back cover is covered 
with the slogan “There is no substi 
tute for wool” written in nineteen 
different languages. The journal's 
forty pages, plus cover, include 
articles on current promotion 
schemes, merchandising in the 
United States, and sales training 


All about metal 


Tron and Steel Directory, seventh 


edition, published by the Louis 
Cassier Co., Ltd., at 25s., pro 
vides in some 350 pages a wealth 


of up-to-date information for 


iron 
and stecl users and makers. It in- 
cludes a new list of British pig 
iron manufacturers, and = detailed 
lists of some 2,500 ijronfounders 
steel works steel founders and 
makers arranged geographically 
alphabetical lists are also included 


TV stills for shop 


. . 

window displays 
Television promotion “stills” are 
to be issued by Electrical and Radio 
Trading for use in window display 
by retailer readers. The first six, 
which will be circulated next month 
are illustrated in the April issu 
just published The scheme has 
the backing of the manufacturers’ 

Television Promotion Committee. 


Food boost number 


The April 21-22 issue of Farmer 
and Stock-Breeder will be a special 
Spring Dairy Number, designed to 


help all engaged in dairying to 


food production 


obtain gr ater 
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ADVERTISER'S WEEKLY 


NEW DIRECTOR 
FOR HULTON’S 


Tere are some men to whom 

disabilities as merely a challeng 

One such is Richard Wood, wii 

has now joined the board of Hulton 

Press. In spite of the fact that h 

was severely wounded near 

m 1942 and lost both his 

drives cars, rid horses, 

course leads an active 

as an M.P Keenly inter 

the Limbless Ex-Servicemen’s 

ciation, he toured the United States 

for three years speaking in U.S 

Army hospital 
Mr. Wood, the second surviving 
son ol Lord 
Halifax, wa 
born in. 1920 
and was edu 
cated at Eton 
and New Col 
lege, Oxtord 
barly in 1940 
he was hon 
attaché at th 
British bm 
bassy in 
Ron hate 
the same year 
he was farm 
ing in this 
country and 
serving in the 
Hlome Guard 


He joined the K.O.Y.LA. as a pri 


With a weekly net sales 


figure of over 


2 A O00 copies 
the’ Universe’ appeals toa 
responsive class of reader 
interested in all nation- 


ally advertised products 


Lecce enone 


@U ALITY -; 
AT 40!. 
No National 
appropriation is 


complete without 


QOQeANTITY - 
PER S.C. 


vate in August of that year and from 
1941-43 held a commission in the 
K.R.R.C. (60th Rifles). 

His Parliamentary 
in the 1950 el 
returned as 
Bridlington with a 
9.966. This he 
in October 1951. 
cornered fights. 

Mr. Wood is a director of the 
Yorkshire Conservative Newspaper 
Co., Lid He is married and has 
i son and a daughter. 


Looking at 
London 


“Te you want to hear your favourite 
columnist telling another good 
columnist what a good columnist 
ne ts, go and drink your lunch at 
El Vino's . . or the Clachan up 
the alley just next door, or the 
Cock, or the Punch Tavern. .. .’ 
That comes from the “Fleet 
Street” item in London A to Z by 
John Metcalf, managing director, 
Voice and Vision Lid., which André 
Deutsch has published at Ss. (paper 
edition, 2s. 6d.) 
other “Tt entries — fashion 
Festival Hall, flower shops, fog, < 
football give some idea of 
range of subjects touched upon in 
book that carnes its load of in 
teresting and uscful information 
very lightly. Edward Bawden con 
tributes many gay httle drawings. 


started 
when he was 
M Pp for 
majority of 
17.657 


three- 


career 
chion 
Conservative 


increased to 
Both were 


& 


. IN THE UNIVERSE 


the ‘stand-by’ 
a for the 
i Space Buyer 
y who is 
j determined 


l to make 


his client's 


| advertising 


pay 


RESULTS 
INCH 


niverse 


FIELD HOUSE - BREAMS BUILDINGS - LONDON - EC4 


The man behind 
the ’ phone 

NEWCOMER to «J 

lisher n th ri 


ranks of pub- 
t Canadian 
yop Roy H. 

hackneyed 
ption of “high 


n A p p 
Thomson, 

though force! 
" I inst met 
rrived in 
intention of 

newspaper 
ippointment Claridges was 
on Attired in a fluffy 
gown Mr Thomson, an 
figure with 
ining rimless 
y busy answer- 
phones Break 
I SOTT' way 


i weck I met 

time in his new eighth floor 

overlooking the Strand. A 

nee was in progress and 

Thomson was again holding a 
ttery of telephones in play. 


him again 


[his capacity for concentration is 
perhaps, the secret of Mr. Thom 
. While selling radio 
sets in the late °20°s he decided h 
would he able to il more if h 
built a radio station Then he built 
second station at Timmins, 
Ontario wh ventually h 
bought the local weekly newspaper 
Now he is president of Thomson 
Newspaper i of 18 Cana 
dian newspap ranging from 
Quebec to Vancouy owner of the 
Si Petersbureh Independent wm 
Florida, and five Canadian radio 
Stations. 


SOM Ss SUCL 


group 


Impressions of 


America 
ALTHOUGH Alan Tillotson visited 


America to study newspaper 
methods there, = h managed to 
squeeze in such pleasant distractions 
as flying over the Rockies and the 
Grand Canyon, studying the drunks 
in the Bowery, m Paramount 
film stars, being amazed at the 
gum-chewing informality of Con- 
ng to a murderer 

cuted (by gassing) in a 

n All of which is 

! wded in) Mercury th 
magazine of Tillotson & Son 


ting 


a newsp r man, Mr. Tillot- 

ippears to think much morn 
highly of American advertising than 
American ng. What he saw 
led him to beheve that accurate 
reporting is just laughed at, short- 
hand being unknown Reporters 
simply jotted down notes, went to the 
telephone, and rehed on their 
mation for the fact “This has the 
flect that no American beheves any- 
thing he ids in his paper.” 

On the other hand the terrific 
drive that Americans put into adver- 
using promotion was something 
quite unknown in Britain. In spite 
of the hue 4 their newspapers 
the advert m isa id He was 
told by sev tising research 
managers that over 40 per cent of 
the public took minutes to 
read 


report 


mae- 


* 


SOME amusing reactions to Shell- 
Mex and B.P. direct mail “shots” 
were recounted by G. V. Nye, 
publicity manager, in his talk to 
the Britist t iil Advertising 
Associa Rather neat 

reply of a 

of the 

Valentines iid she had been 
suffering from rheumatism, but now 


Shell-shocked. 


I 
lady 
firm's 


sh as 


Joop Geesink at the Advertising 


Creative Circle dinner 


Dolly job 


AT the Advertising Creative Circle 
dinner last weck Joop Geesink told 
how he came to found the Dolly- 
wood organisation, which makes the 
enchanting advertising films that he 
showed his audience 

An industrial and advertisement 
designer, he had always had lean 
rings towards show business, spent 
some time designing theatre sets. 
Then he became interested in car- 
toon films and in puppets which he 
sought to endow with elasticity and 
humanity. He no longer makes a 
different puppet for every “frame” 
(.e., single picture) Instead his 
little figures can be made to move 
like human beings. Any number of 
different facial expressions can bi 
clipped on to their heads. 

Geesink invented the name Dolly- 
wood because his own name has 

throat-rasping gutterals in it 
is now addressed regularly as 

. D. Olly Wood! 

One of the nicest jobs in his 
varied career has been to design 
costumes for the Folies Bergére in 
Paris. “Easy! he said 

* * * 


NEVER have I heard Leon Good- 
man called “King” Goodman be- 
fore, but it was certainly a kingly 
write-up on his views on Corona- 
tion decoration which Gwen 
Robyns gave him in the Evening 
News last week. 

“Display ‘king’ Leon Goodman 
has 15,000 properties on his decora- 
tion list, as well as major schemes 
for St. James’s and Piccadilly. His 
staff of 1,000 are working twelve 
hours a day,” she revealed. No 
wonder that in the photograph 
accompanying the = article, Mr. 
Goodman's face, complete with one 
of his twelve pipes, wore a con- 
tented smile 

* * * 

E. C. Handel, advertising manager 
of Watney’s, entertained a press 
party to see the finish of the 
Oxford and Cambridge boat race 
from Watney’s Mortlake brewery. 


Contact 


WEEKS WISECRACK 


“She looked after us nicely 
on the Comet—but she, 
too, had a Code of the 


Air.” 
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ADVERTISER'S WEEKLY 


place their 


Screen Advertising Rights 


in the hands of 


Youngeé 


Facts not to be ignored when planning screen 
advertising : 


e Well over 1,000 cinemas to choose | 
from in the Younger network. 
« Many are solus to the town. 


e Filmlets and Budget Films from 20 to 
50 feet. 


e The cost of a filmiet is 10/- per cinema 
. per week. 
' Details of this economic medium from :— 
- Daniel F. Warnock, 
Director of National Sales. 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers. 


YOUNGER PUBLICITY SERVICE LTD - 28 ALBEMARLE STREET - LONDON - W.1 ~ REGent 6593 


ONE THIRO OF THE 

pe 

— 
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ADVERTISER'S WEEKLY 


birthday with a face lift 
Power Laundry, Dyeing and : : 


Cleaning News is celebrating its 
SOth anniversary with a Golden 


Book, published 


by 


imong the features, 


As trom April 24 the 
have a different format 
will be changed to th 
venient “pocket” 


journal wall 
Page siz 
THOT 


con 
dimensions — of 


in June, the page size of The Baby details for mid-week 


THE 


ee in THE 


SCOTSMAN influences the 


considerable purchasing power of 


Scottish industrial, agricultural 


and family markets. 


SCOTLAND'S NATIONAL NEWSPAPER 


MEMBER A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


The new type area will be 7 
Jubilee Number on Saturday 4 in YE , I be - 
This will review the past, apprais 2 % * * 
the present, and forecast the future 


‘The Ambassador’ 


68 


‘Power Laundry’ celebrates 50th 


Newbourne 
Publications Ltd., will be increased 


\ 


\ folder which opens to disclos 


of laundry, dyeing and dry-cleanin : 
pod nc 1 picture of a crown against a red 
background announces he 
Contributions will include artick Sovereign and Her Ladi t 
by leading personalities in these in heme gs the . Phone sige s = : of 
dustries, and a comprehensive his Britannia and Eve hucne v a ia’ 
tory of the journal since 1903, The i io egg 
read ‘will Bs i thr ms F Pea Journal, Coronation fashions, and 
in eh lee aed teach iditional English gardens will be 


. 

8} in. x 6 in. (present overall six extra-ordinary 

b | ' ' . 
104 in, x 7} in.) using standard Latest edition of The Ambassador 
1.S.B.A. type areca 7 in. x 4) in is described as “extra-ordinary.” 
Phis will reduce advertisers block {t contains 300 pages, of which 
making costs by 40 per cent; and y¢ arly two-thirds are advertisements 
enable the same blocks later to. b The journal's own studio was re 
employed in other media without sponsible for the design, art-work 
alteration, ‘ and production of many of these 

Circulation field is also being Lavishly produced, the issue con- 
extended at home and overseas tains articles on many aspects of the 
Copies will go to North America ints and the contemporary scene 

* * ¥ \ varnished crimson cover has a 

The Evening Standard are run- ose and crown motif in blue. 

ning a window box competition * * 


within a four mile radius of Sport will change its format to 
Buckingham Palace Coronation newspaper style at the end of this 
seats are being offered as prizes month and will be on sale on 
Wednesdays. This will enable the 

As from the next edition, due out journal to car’y pools and racing 


and weekend 


SCOTSMAN 


CUT VAAULLLLL ULLAL MEDULLA LL TOQUUALOQUUULUOUUUUONTTONAONANAOHNTTHANPEOOENEAGOGPTOROEEOOOUHT 


nm 


BOOSTING THE: 
: ‘RADIO TIMES’ : 
: Commenting on sponsored : 
:radio in an article in “Ilus-: 
‘ trated,” Allen Andrews: 
: observed: : 
: “Many opeonle feel that: 
: advertisements will be objec-: 


:tionable, and that an under-: 
:taking which accepts them: 
:surrenders its independence : 
: forthwith. It is possible, but: 
+ not necessary. 
“The B.B.C. frequently: 
‘ broadcasts advertisements, : 
: That is one reason why the: 
:*Radio Times, ‘unobjection- : 
tably’ boosted at the micro-: 
: phone, sells eigh million copies : 
:a week and makes £1 million: 
: profit a year. And the ‘Radio: 
: Times’ itself accents advertise-: 
:ments, and quite obviously: 
:does it without surrending: 
: independence.” : 


. 
Poe eee PCS OCC CPCS CSIC 


The Local Government Chronicle 


is now accepting advertisements in 
black and white and in colour for 
the double page centre spread 
position. The first appears in this 
week's issue for Shell (Teepol). 
Two j 1 
wo journa Ss 
change hands 
Iwo journals published by Link 
House Publications Ltd., Amateur 


Cine World and Miniature Camera 
World, have been acquired by 
Photographic Bulletin, Lid 

Gordon Malthouse, present editor 
of both journals, will continue in 
that capacity with the new owners, 
and Fb. Trevor Jones will continue 
as advertisement manager. 

Ihe new proprictors, who also 
publish Photographic Trade Bul- 
letin, will publish the two journals 
from the June issues, that for 
Miniature Camera World appearing 


as 


on May 12 and Amateur Cine 
World on May 15 
* . # 


The Motor Cycle “Spring and 
Lightweight" number to be published 
on April 16, will contain a buyers’ 
guide giving bricf specifications and 
prices of all machines on the 
British market 

. * » 

of adver 
Home, the 
announced 
Press Ltd. 
advertisement 
advertisement 


volume 
Ideal 
periodical, is 
by Odhams 


Advance in th 
tising carried in 
monthly 
this week 
Harris Kamlish, 
director, states that 
bookings for January to May issues 
ef this show an increase of 
20 per cent over the corresponding 
period of 1952. Since 1950 colour 


year 


bookings over the whole year have 
been steadily increasing—by 39 per 
cent in 1951 and by a further 10 
per cent in 1952. Colour bookings 
for the January to May period of 
this year show an increase over the 


same period of 1982 of 34 per cent 


* 7 
There will be three important 
issues of R.A.F. Flying Review 
this year. The July number will 


Royal Review 


and a pictorial report 


carry a feature on the 


of the R.A. 


on the part the R.A.F. is to play 
in the Coronation. A Battle of 
Britain anniversary issue will be 
published in) September, together 
with a preview of the Farnborough 
ur display The October issue will 
carry pictorial feature on the 
Farnborough display, and a pre- 
view of the London to New Zealand 


air race 


Apri 9, 1953 


We Hear 


After a 90-minute 
debate, Sheffield City Council 
defeated a move to ban advertise- 
ments for intoxicants and football 
pools from the city’s transport by 
45 votes to 20 

* * * 


Political parties are being asked 
to remove posters within 14 days 
of national or local elections in the 
London borough of St. Marylebone. 
a survey havine revealed that 63 
per cent of fly posters were political 

* * * 


non-party 


Over 550 applications have been 
received for the British Federation 
of Master Printers’ annual confer- 
ence at Bournemouth from Satur 
day May 16 to Wednesday May 20. 


12 X on the buses 


Municipal transport committees 
at Manchester and Lowestoft have 
agreed to pools advertisements being 
displayed on their buses, Bury 
[ransport Committee has deferred 
consideration until advertising space 
on its buses becomes available. 

* * * 


West Bromwich, which already 
permits advertising inside its buses, 
is to extend the facility to the out- 
side 


# * * 


A ban on children’s toy trucks 
cerrying beer barrels and brewers 
advertisements is to be urged at 
the spring Conference of the North 
ot England Temperance League. 

+ » * 

W. S. Crawford Ltd. darts team, 
led by Fred Folkerd, were beaten 
2—1 in a return match, by Kemsley 
Newspapers Ltd., at the Crown and 
Anchor, Wine Office Court, London 

* * * 

A new 120-page Guide to Wales 
has been printed by the Western 
Mail and Echo Ltd., Cardiff, for the 
Welsh Tourist and Holidays Board. 


Moved on their birthday 


Exactly one year to the day after 
Doig Advertising became a limited 


company, they have moved into 
larger premises. Their new address 
is 12 Great North Road, Newcastle 


Tyne 2, 
door to 

April 

* * * 
T. Murray-Watson have been ap- 
pointed consultant, and his com- 
pany, Murray-Watson Ltd., adver- 
tising = agents, to the Royal 
Agricultural Society of England 
whose Coronation Year Show is to 
be held at Blackpool, July 7-10. 
* . . 

Morecambe and Heysham Publi- 
city Committee turned down a sug 
gestion of Ribble Motor Services 
Ltd. that they should have a frec 
advertising page in the resort's holl- 
day guide, in return for the adver- 
tising which the company provided 
featuring the town 

* * * 

The offices of the Dublin News- 
naper Managers’ Committee have 
been transferred to Mail Chambers. 
Parliament Street, Dublin. 

* * * 

The Corporation of Lowestoft 
has become a member of the 
Incorporated Society of British 
Advertisers 


the new offices being 
the building vacated 


upon 
next 
on 
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Aprit. 9, 1953 


@ Continued from page 35 


Code of the Air: 


‘We are 


dealing with adult race’ 


Air,’ which John Rodgers, M.P 
(director, the J, Walter Thomp- 
son Co., Ltd.) described in the 
Commons last week, as laying 
down standards far higher than 
those which would be accepted 
by most newspapers and music 
halls and was considerably higher 
than the standards which the 
B.B.C. set themselves 

“The advertising industry,” he 
said, “has already set itself ex- 
ceptionally high standards in its 
work in the press and on the 
hoardings—standards which are 
maintained by voluntary co- 
operation, and which are unsur- 
passed anywhere in the world.” 

The Opposition had suggested 
that independent television opera 
tors would put out programmes 
that would offend public taste and 
do damage. If they really 
thought that, they were not only 
remarkably credulous but were 
also displaying crass ignorance 
The same sort of people who ran 
the newspapers and worked in the 
B.B« to-day would be the 
people taking part 

Mr. L. D. Gammans, the Assis- 
tant Postmaster-General said the 
Government were very much in 
earnest about sponsored tele- 
vision and hoped to see it in 
operation at the “earliest possible 
opportunity.” 


Ihe first report of the Tele- 
vision Advisory Committee was 
expected this month or early in 
May. It would advise what fre 
quency bands would be available 
for the sponsored television sta 


tions. He saw no reason why 
manufacturers should not, at a 
very early date, have available 


the necessary information to en 
able them to undertake the deve 
lopment and design of sets to 
pick up the new stations 


Publish the Code 

He hoped that the “Code of 
the Air” would be published and 
continued: “The critics have con 
centrated almost entirely on the 
possible abuses of commercial! 
television That is an argument 
that has never impressed me. In 
dealing with the British people we 
are not dealing with a lot of 
children. We are dealing with an 
adult race that can very well look 
after itself. 1 am quite convinced 
that any organisation that sets out 
to debase standards would very 
soon find itself put out of busi- 
ness by public opinion.” 

C. P. Mayhew (Lab.) said the 
Government was pledged not to 
bring in commercial sponsored 
television for several years. Tele 
vision was bound to be debased 
when the underlying motive was 
not pleasure but selling. 


Closed-circuit television to show 
latest selling techniques 


Masius & Fergusson, agents 
for Brown & Polson Ltd., used 
closed-circuit television to demon 
strate selling techniques to more 
than 120 salesmen at Brown & 
Polson’s two-day annual confer- 
ence in London. 

Co-operating with John 
Hackett and A. Abrahams of 
Masius & Fergusson were Henry 
Caldwell, B.B.C. television pro- 
ducer, who devised the show, and 
Marconi’s Wireless Telegraph 
Co., Ltd., who installed and oper 
ated the equipment. 

A giant “Grand National” 
course erected between two large 
television projection screens in 
the conference room was traversed 
by “horses” representing the 


Scottish and English regions from 
which the salesmen were drawn 
When a horse landed on one of 
the hazards of the course (such 
things as “bad shop manners,” 
“showmanship,” “wasted effort”) 
scenes representing these were 
televised to the conference room. 

This was the first time the 
Brown & Polson group of com 
panies had held a full scale sales 
conference which brought the 
packaging and bulk goods sales 
men together under one roof 

( L. Clarke (sales 
discussed problems relating to 
grocery stores all over the 
country. More than 30 specially 
Prepared papers were read 


director) 


IS YORKSHIRE 
COUNTY? 


A GOOD TRADING 
Space Buyers should know 


We offer space in a new publication which appeals to and 

reaches over 30,000 Yorkshire Women. 

THE 1953 YEAR BOOK OF THE YORKSHIRE COUNTY 
FEDERATION OF WOMEN’S INSTITUTES 


Published in June 


Details with pleasure 


HUTCHINSONS ADVERTISING SERVICE 
34 Bright Street, Ilkeston, Derbyshire. 


Tel: 733 


69 


' 


Can you 
cast off ? 


No... we don’t want to know 
if you are an expert at knitting 


or handling a boat! 


We want to know if you are interested in 
freeing vourself from the donkey-work of 
CALCULATING type sizes for copy. 

Our latest aid for typographers ts a 
quick-reference COPYFITTING INDICATOR 
(made of strong board and supplied in a box), 
which gives, at the turn of a disc, the number 
of Lc. characters per line in composition sizes 
of all the most popular faces used by 


designers today. 


copies AT 5s. (plus Is. for postage) FROM 


THE MONOTYPE CORPORATION LIMITED 
Head Office and Works 
Reg. Office 


T U OD I 


58-56 Lincolns Inn Fields, London, W.C.2 
MONOTYPE Registered Trade Mark 


PADDINGTON 
ADVERTISING 
COMPANY 


frou 


‘37 SPRING 


STREET w 2. 


ADVERTISER'S WEEKLY 


Salfords, Redhill, Surrey 


G G § 


‘(EASTBOURNE 


Stay at the luxuriously appointed 
luensed 


PRINCES HOTEL 


Lascelles Terrace Phone 4056 


SPACIK ' LOUNGES 
MOST COMPORTABLE BEDS 


EXCELLENT CUISINE LIFTs 
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ADVERTISER'S WEEKLY 


The Eleven Local 
Newspapers of the 


HOME COUNTIES 
NEWSPAPERS GROU 


GET 
HOME! 


They have a definite 
influence on local affairs 
in their own particular 
sphere, in BEDS, HERTS, 
and BUCKS, and are of 
great interest to all mem- 
bers of the family. 


OVER 


126,000 


SOLD WEEKLY 


Represented in London by 


WILL KITCHEN, jr. LTD. 


Head Office 


Phone : Luton 5050 
Advertisement Manager; C. W. Gilde 


TRADE 


s coo 45 /. FLAT 
INCH RATE 


131 Fleet Street, E C.4 Central 1960 


MANCHESTER STREET, LUTON 


P 


r 
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ae 
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SESTSTST ue 


ROYAL PHOTOGRAPHS 
by 


*¢ 
he: 


Black and white photographs in all sizes 


today for illustrated leaflet to 


PHOTOWORK LTD. 
Dept AW. Brighouse, Yorkshire 
Phone: 1240 Also 73 Baker St., London, 
Welbeck 0938 


ANNED 
BLA KAGING 


PRINTERS AND BOXMAKERS 


3 
en 
fe 
of? 


photowork 


can 


still be supphed Wf ordered promptly. Write 


wil 


WILLIAM W. CLELAND LTD. 


STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLborn 252! 


Current Advertising 


Press and posters scheduled for 
two extensive fish campaigns 


Two major publicity campaigns are being launched by the fish 
industry this month. They are being sponsored by the White Fish 
Authority, who will spend about £80,000 during the next financial 
year, and the British lrawlers’ Federation. 

One is a nation-wide drive to 
sell fish fillets. This Campaign is 
being handled by F. C. Pritchard, 
Wood & Partners Ltd., on behalf 
of the British Trawlers’ Federa- 
tion Ltd, 

Posters carrying the slogan “Buy 
Fillets—all fish and no fuss” will 
be displayed on more than §,000 
sites during the summer, and a 
national press campaign is being 
planned. Arrangements have been 
made with the national media so 
that advertisements can be inserted 
at short notice when plentiful sup- 
plies of fillets are expected. The 
poster and national press campaigns 
will be supplemented by advertise- 
ments in the fish trade press, 
womens oOrganisavions magazines, 
and the industrial catering trade 
press 

Poster sites have been booked 
through Outdoor Publicity Ltd. 

The White Fish Authority cam- 
paign will feature the “Whispering 
Fish,” a new character devised by 

the agents, Mather & Crowther Ltd. 
The poster for fish fillets The campaign will comprise press 
advertising, point of sale material 


4 2 P e ork 
Radio campaign for and editorial and general og + 


he press advertising will 


on mainly in the national daily news- 
pressure cookers papers and popular women’s 
For the first time since the war, magazines, and the main weight of 
pressure cookers and houschold the campaign will be in the spring 
appliances are to be advertised over and summer. 
Radio Luxembourg. The scheme will be directed 


Arks Publicity on behalf of their mainly at selling the 


commoner 
chem, L. G. Hawkins & Co., Ltd., varieties of fish 


have booked a thirteen weeks’ cam- In the advertisements the “Whis- 

pain, Starting next Thursday pering Fish” character will be shown 
Featured on the 200-word com- putting the thought of buying fish 

mercial sales message will be Ellis imo the mind of the housewife. 

Powell, better known as “Mrs. 

Dale.’ Included in the programme 


1953 


APRIL 9, 


Star name for 
men’s clothing 


A new line of men’s clothing will 
be launched with considerable pub- 
licity in the autumn under the name 
of Terry-Thomas. 

The range will be introduced by 
Elem Clothes Lid. who have 
acquired the exclusive rights to the 
use of the name Terry-Thomas in 
association with all men’s outer 
apparel. 

National advertising, display and 
point of sale maternal is being 
prepared for the inaugural publicity 
drive. The first promotion will be of 
the fancy and contrasted waistcoat. 

Personal appearances by Terry 
Thomas are being planned to assist 
retailers 

Elem Clothes state that no 
decision has yet been reached as to 
whether an agent will be appointed 
or whether the campaign will be 
handled direct. 


STOUT EFFORT 


The biggest post-war campaign 
for Mackeson’s stout has broken 
with laree spaces in the national 
daily, Sunday and provincial news- 
papers. The press scheme is to be 
supported by poster advertising. 
The J. Walter Thompson Co., Ltd., 
are agents, 


Bigger ads. for 
new C.D. drive 


Larger spaces are to be used in a 
rew spring Civil Defence recruiting 
drive. Mainly 11 in. triples are 
being booked in the national press 

Theme of the campaign will be 
the wide variety of tasks in Civil 
Defence. The aim is to get recruits 
for the C.D. Corps and the 
Auxiliary Fire Service. 

Double crown and crown folio 
posters are being issued and film 
shows are planned. Everetts Adver- 
tusing Ltd. are the agents. 


will be free offers of the Hawkins 
house magazine, Silver Lining. The 
series Ss produced by Hector Ross 
Radio Productions Lid 


NEW ACCOUNTS: 
E. Pass & Co., Ltd.. gas 


SCREEN PRINTING 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


— 
OM TO ANY MATERIAL 

OURS OR YOURS AS DESIRED 
LOWG OR SHORT RUNS 
DETAILS AND QUOTATION 
BY RETURN 


chester). 


14) for Auger & Turner Ltd. 


NEW CAMPAIGNS: 


DOASPLAN 
S\UK SCREEN 


SSOCIATED 


RTCRAFTS dl 
PLENDER PLACE, CAMDEN TOM am 
EUS ron 1416-7 


Mann Egerton & Co, Ltd. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


Barlow & Jones Ltd.. makers of Osman household textiles 


and dress fabrics, to F. C. Pritchard, Wood & Partners Ltd. (as 
co from July 1) 


and water engineers (technical 
journals) for Donald Macdonald (Advertising) Ltd. (Man- 


int.rnational Nautical Fair (Paris, September 29 to October 


Irimatic motor radio (T. G. Scott & Son Lid.) motoring and 
motor trade journals, posters and dealer aid material; Simpol 
polishing cloth (Clifton Advertising Agency) London evenings 
{s and trade press; Civil Defence Recruiting (Everetts Advertising 
ASK FOR OUR CORONATION WINDOW PELM ‘ je Ltd.) national press and posters; Mackeson’s stout (the J. 
Walter Thompson Co., Ltd.) large spaces in national dailies, 
Sundays and provincials and posters; Fish fillet publicity (F. ¢ 
Pritchard, Wood and Partners Ltd.) national press, fish and 
industrial catering trade journals and posters 
(direct) East Anglian press and 
point-of-sale material; Tezry-Thomas menswear national press, 
display and point-of-sale material in the autumn; White Fish 
Authority (Mather & Crowther Ltd.) national daily newspapers, 
womens magazines and display material: Frigidaire (Foote, 
Cone & Belding Ltd.) national, local and trade press 


t z 
ee 70 a 
—_—_ ae) Ci i Z * * ; j 
a | a | 
1 
| — . 
m7 00s os oe 6 es oe oo os so Se 
ee 
6 ee 8 6 oe es ee 
_ 
ee | 
sone ee 
. > * a a F 
mh - ‘ Ye SSSSSOSSOSTSSSSETSSSSSSESSSEESESEEESES 
gg i . . 
4 il 7 Pe 
j 7 : . J 
4 SS . J 
$ : 
’ : $ $ 
_ —  #4' 
H H 
; : 
S| 
. 
; $ 3 
_ 
i@ . 
;@ 7 
é ; 13 $ 
es Cz 3 : 
a 13 Jee 3 
. ee . . 
. 
: H 
. . 
. 
3 | +3 
: . 
| : 
: 
: 
a +++ a symbol of | : 
: 
7 : 
| . 
: 
. 
3 ° 
. 
° 
. 
ee $ 
ee : 
° 
Po JeweeSbacocconcncccesocenesooonconeonnsnnosonseseoeseoseooeeccooceenes 
ath Se ae a [. PE See Jae = a, eon me SF aF = aes 


APRIL 9, 1953 71 ADVERTISER'S WEEKLY 


‘CLASSIFIED ADVERTISEMENTS | 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel init 
APPOINTMENTS WANTED, 4s. per tine, 35s. per display panel inch, AM other 


classifications, 4s. per line, 45s. per display panel inch. Minimum 3 lines, Box \o ASS | STANT 
| charge, one line plus 9d. covering postage, etc, Series rates on application: all 
LAYOUT | advertisements under seven insertions MUST BE PREPAID. Address “Advertiver’s 
| Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (bx. 25), SPAC E BUY ER 
ARTIST | 


_ ,. APPOINTMENTS VACANT required 


for expanding agency. 


Situations Vacant: “The engagement of persons answering these advertisements must y 
WANTED FOR be made through a Local Office of the Ministry of Labour or a Scheduled Employment | Experience in media de 
Agency if the appticant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive partment essential, Able 


| unless he or she, or the employment, is excepted from the provisions of the to type. 
SOUTH AFRICA Notification of Vacancies Order 1952." 


- PLENTY TO DO! 


N : ») | | COPYWRITER HOWARD PANTON LTD 
P.N. Barrett Company (Pty.) 
Ltd., are looking for a first } wanted b seca Sarena, Lenton, W.C.2 
_td., are J - 
es tens : & VISUALISER ee nae 
Ciass, imaginative ayou SCOTT TURNER 
- 
artist, with agency experi- , MANCHESTFR. Agency ofl tistyin 
‘ . * vr | . ) < act otters sa yin 
ence, for their ASSOCIATES LTD. required for well established s00pe fay & cOmpotm agency drained 
company in Central London ov a. « orn ig hn = Ba ogg, Phage 
| rite uly no specimens m first in 
JOHANNESBURG STUDIO to work on interesting con- The vacancy is for an expe! stance. Donald Macdonald (Adverts 
img) Ltd Ota Bride Street, Man 
This is an interesting and sumer and technical accounts. enced des gener, age group 28 chester. 3 
enjoyable job, carrying a Write Sa age, te gl 35, capable of producing quick ae =a? ng oy for — 
> A ary require no . tising Agency uitable r young lady 
salary of about £100. per ert and gooey fasten visuals for all forms of printed age 18-20. Five-day week. Hours 9 
ecimens . j S40) Write statin ane ‘ we 
month (depending on quali- Taccenne As publicity material. Versatility ai an ee 
: ’ " , 
fications) and good pros- of technique, a strong sense of Box 4374 Ad. Weekly 180 Fleet St B4 
2 17-18 Dover Street, w.i , . FISONS Limited scck young man trained 
pects, Pleasant working advertising values and a keen and experienced in market rescarch. sales 
. s romotio 1 adverts as assis 
conditions, five-day week cusvwanen ¢ cee ames eye for type and ilustration a ~~ aeor mies sme BE ad —— 
y Ww vertising i x “ons 0 sd soOnne ‘ sons 
and superannuation § fund. ment of farge engineering organisation are essential qualifications. No io va 4 he aa” Vel aaa 
Passage will be paid. near Manchester Duties will include beginners, please Write fully Suffolk 
writing and supervising production otf _ MANUFACTURING STATIONERS in 
Fitna . technical catalogues, leaflets and press ave, eXperience ¢ alar\ . ° 
Write, giving full details of advertiacm — Gees comand of “BS io ntl and = salar City require Order Cletk. Some experi 
previous experience, and Engish essential, some technical back required to em os © but full tramng given 
ground desirable and previous experi is nec » ae ca-service = man 
enclosing a representative ene of advertising an advantax Box 4393 receutty ‘demo one Gay week. con 
le ; ig FE Working conditions are comfortab« — aise Ad. We 99 Fle 
selection of specimens, in- holidays generous and a pension scheme Advertiser's Weekly 180 Fleet St EC4 cen: t vee 1 eckly 180 Fleet St EC4 
‘ | iS In operation Salary according to Ss fhunior) required in 
cluding as many original experionce dad Gh lem thas £908 02 Advertisement Department of well 
layouts as possible to: | Full details to Advertising Manager, 7 PHOTO poe RAVER requires known = periodica Interesting and 
; . ‘. Simon Engineering Group Cheadle Contact man. Kn we « block varied work day week Particulam 
Heath, Stockport mak ng and printing es stad. Prefer of age, experien and salary required, 
oo ae | DESIGN ASSISTANE required by Design ably young man in carly twenties to . 
P.N. BARRETT COMPANY (PTY) LTD. | | 9 Consultant. Good lettering with finished Box 4407 Ad. Weekly 180 Fleet St C4 Box 4362 Ad. Weekly 180 Fleet Si C4 
P.O. BOX 694, CAPE TOWN | art work required. Creative abiity and 
} knowledge of packaging an advantage 
| Successful applicamt will be required to 
ARTIST. First class layout and finished | Work im Sussex. Write giving devails of 
artist, required by small progressive experience, age and salary required, to 
studio. Write stating experience, age Box 4319 Ad. Weckly 180 Fleet St EC4 
and salary required to | YOUNG) ARTIST (20-26) completed Hf 
Box 4145 Ad. Weekly 180 Fleet St BC4 | — Nationa! Service. required to asmat in opportunity 
| expanding Pubiicity Section of Business 
Sys.cms specialists, Ability for creative 
artwork should be accompanied by a oP VR SSO Cee 8 eee e e266 68 


| desire to learn advertising administra 


. tion and the wider aspects of publicity 
crea ive Some agency or studio experience desu 
abic. bor an ambi.ious and 


imaginative 


ean, this le Gn idee: Goecrveniny so For those.who have the ability to sell 


e e | Make a progressive career in advertising 
Box 4318 Ad. Weekly 180 Fleet St bC4 themselves through the medium of 
Vi ua iser | COPY DESPATCH. Young lady reuuited 
to take charge of Copy Despatch > j > , 
| Deparment “of” West Gad Atoncy a letter in reply to this advertisement, 
oreferab-y t «ys s my ¢ ver 
—an experienced artist who, 1. aeoee eeteiaet dieeetice maa ae mae there are good positions in the Creative 
| prospects. Five-day week Write stat 
having graduated in an ad- | ay aa Slpenianme aa aahaie cameo and Layout department, in Contact and 
vertising agency studio by | me 459s Ad: Wiedile tan Pane S BCA Outside R 
way of finished lettering, ARTIST ¢ au red for las ring and lay — » aerraamtanas and for Senior 
still life and figure work, is | = a Minu! ee eee sae Executives in all other Departments. 
Jo A to ¢ ' A Ss or 
now really an advertisement le a ge al ee The Agency requiring these men is a 
2 designer interested in cre- poaeneres knowledge advantag rapid! di B } fj f 
yermancnt and progressive post th apl 
ating work for other artists | #0 nd aniary Bnd prospecia, Write fully pidly expanding Birmingham firm o 
to finish, will find a good | Box 4304 Ad. Weekly 180 Ficet St EC4 many years’ standing as Incorporated 
job waiting for him, now, “Tack REACT erin FUR Practitioners in Advertising. 
at Caplins. Please write in | ARTIST (MALE). Good salary and , 
pleasant working conditions. Write or Only experienced agency men will be 
the first instance, to | telephone first for appomtment to, 12s 
| _ Baker Street. Wil WELbeck 187 considered and preference given to 
; EXPERIENCED SPACE SALESMEN 
THE ART DIRECTOR required for Gret-ciass media. Existing Associates of the Institute. 
R. S. CAPLIN LTD. Must be willing to travel, Referenc 
essentia Write w phon Brittan 
128 Park Lane, London, W.1 Publi it ‘ A ili ations | Lt { a on All present Executives know of this 
GERrard 0844/4 advertisement and all lecters will be treated 
RETOUCHER. First ss oman required > > 
SCREENPRINTING REVIEW. Full o: to join our existing team of Retouchers in strict confidence 
par.-time representative required, | Must +t keen on technical sut 1s 
London Salary and commission full | Ideal working conditions and good 
details, 1, Upper Berkeley Street, |  sa'ary offered. Full de‘ails t Box 4379 
London, W.1 Box 4376 Ad W kiv 180 Flect St EC4 . 
EXPERIENCED ACCOUNTS EXCL. R.C.N. require temporary h n pt Advertiser's Weekly, 180 Fleet Street, E.C.4 
TIVE required by old established Ad paring of media La it 
vertising Axctcy. Apply giving fu | man w fair fegre , h y 
particulars t } sma'l | z would be suitat To 
Box 4380 Ad. Weekly 180 Fleet St EC4 work in. RCN. 184 Swand WC2 


*Phone 


your Classifieds to CHA 8811 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Locai Othce of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
| Unless he or she, or the employment, is excepted from the provisions of the 
| Notification of Vacancies Order 1952." 


APRIL 9, 


APPOINTMENTS VACA 


MAIL ORDER MANAGER for expand- 
ing company. good prospects including 
interest in progress and possible even- 
tual directorship Practica) adverusing 

perience and knowledge of sales 
technique —_ essential All applications 
treated in confidence Details tw the 
Managing Director, Ricemans Mail 
Order Service Ltd., Deal, Kent = 

REPRESENTATIVE, = esiabiished No 
limit to earnings Display, si kscreen, 
exhibitions Goodlands, 773 Fulham 
4d. SW6 RENown 1463 

JUNIOR (MALE) 


ART IN MARKETING LTD. | 


the immediate 


services of 
PRINT PRODUCTION 


L E T T E R I N G A N D Young man with agency experience 
i fc pa ’ . 
SCRAPERBOARD cust aiveiien aateer. hha so 
. originate layouts a distinct advantage 
ARTISTS 


require 


PRODUCTION 
ASSISTANT required. Some know!edgc 


HADDONS 
essen ial Apply Production Manager 


Write giving full particuars and require ad Ww H Emmett .— Lid, 30 
tip-top 


salary required wo Production Direc Bouverie Street, E.¢ 
VISUALISER 
invited to apply. 


tor, Gilbert Advertising Ltd, 10 EXCEPTIONAL OPPORTUNITY  pre- 
Norfolk Street, W.C.2 sents itself for a young man (under 
Pleasant conditions 
5-day week. 


men are 1S) who has had a little space-selling 


— - experience or is keen to enter that 
MARKS AND SPENCER LIMITED re- to work on National field. A well-known Fleet Street group 
Quire an Assistant Studio Manager, of periodical publishing companies is 
segond to the Executive in charge. The Prepared to train such a man for early 
type of man required is a visualiser who promotion to one of its main adver- 
can originate and develop ideas from tisement departments Probationary 
rough to finished drawings onwards to salary £647. Write. in strict confidence 
point of reproduction. Conversant with to y 


all processcs, he should have keen Box 4425 Ad. Weekly 180 Fleet St EC4 


knowledge of Ictlering-display, layout, = . . . 
typography In addition he should FIRST-CLASS LETTERING ARTIST 
required Ring ClilTy 8101 


have administrative and organising 

ability. Good commencing salary and PRODUCTION. — First class 

exceilent prospects for progressive can man required by London Agency 

didate. Age 30 10 35. Apply in writing Sound knowledge of process work. 
typefaces and previous agency experi- 


wih details of age, experience, and 
present salary (no samp.es of work ence essential Holidays as arranged 
Details to 


picase), to the Staff Manager, &2 Baker 
Box 4327 Ad. Weekly 180 Fleet St EC4 


Street, London. W.1 
“ATALOGUE ILLUSTRATOR, uscd to 
cngineering detail, able to make rapid 
WANTED 
TOP FLIGHT 
VISUALISER 


Only 


Accounts. Several years 
agency experience 
essential. For an = ap- 


102-105 Shoe Lane, 
Central 2526-7-8 


E.C.4. pointment, write giving 


production 


full particulars of prev- 


COPY CLERK required (male of female) ous experience, to the 
by trade and technical publishers 
capable working entirely own initiative 
and training = assistant Possibilitics 
may arse for promotion in about 1s 
months Salary according to age and 
experjence, which is essential. Immeds camera Age 21-25 Salary will be 
ate application with ful) details to influenced by experience and age. Five 
strict confidence please, to DM.M day week Meinbership of Company's 
Sawell Pub.icatjions, 4, Ludgate Circus Pension Scheme a condition of employ- 
or telephone Mrs Monk, ment Write to Research Manager. 

4353 for appointment c/o Technical Service Depariment 

10 LEARN PUBLIC RELA- Radiation Lid., Aston, Birmingham 6 


Secretary, 


free-hand perspective sketches and 
finish them in bold style ready for 


JOHN HADDON & CO. LTD. 
11, Salisbury Square, E.C.4 


IKADE JOURNALS PUBLISHERS rc- 
quire young man for Editorial Depart- 
ment. Good prospects of cary promo 


TIONS?) Opportunity exists foe young 
man or woman journalist between 24 
and W to learn public relations 
Must have previous practical journa 
listic experience and be able to find 
and write good news stories Give 
full details references and salary 
required 


Hox 4404 Ad. Weekly 180 Fleet St EC4 


stating 
expected 
NIOR COPY and layout 
woman with knowledge of print- 
and blockmaking required to 
charge of small Publicity Depart 
ment of rising manufacturer of motor 
products (London). Excellent prospects 


Box 4403 Ad, Weekly 180 Fleet St EC4 


age, qualifications and salary 


man 


tion to Assistant Editor. Some pre- 
vious knowledge desirable, though not 
cascntial State salary required 
Box 4385 Ad. Weekly 180 Fleet St BC4 
PROCESS ENGRAVERS representatives 
required Salary and commission and 
expenses Old estabushed London firm 
giving sound backing in all departments. 
First class quality and service. Our 
staff are acquainted with this advertise- 
ment 
Box 4383 Ad. Weekly 180 Fleet St EC4 


Able to show proof of first 
class work in all fields of ad- 
vertising design, but especi- 
ally Press advertisements. 
This job requires someone 
who will accept a good deal 
of creative responsibility for 


LEADING LONDON AGENCY require 
a young production assistant who has 
completed national service, Some 
knowledge of production work essential 


kaccLent prospects for a really keen 
and cnothusiastic worker 
Box 4381 Ad. Weekly i80 Fleet St EC4 

ADVERTISEMENT REPRESENTATIVE 
required by semi-technical Monthly 
(Member A.B.C.) Must be energctic 
and a good salesman. No objeciuon to 
sharing representation with one other 
non-competitive publication Write 
giving Qualifications to 
Box 439% Ad. Weckly 180 Ficet Sit EC4 

FREE LANCE LETTIERING AND 
GENERAL ARIISI required by 
Agency Must be prepared to work 
on premises. (Fleet Street arca.) Steady 
commussions guarantced No objcction 
to other chents’ work being carried out 
on premiscs | 
Box 4397 Ad. Weckly 180 Fleet St BC4 | House. E-C-4. 

THE EASTERN GAS BOARD (Watford | COPY-CLERK, man or woman, required 
Division) cequire for their Publicity by prominent publishing agents. Typ.ng 
Depariment an enthusiastic young man We choke cee antes oe uea, ss 
o ) rue givir ctails salary eguired, tt 
= gg Py Box 4382 Ad. Weekly 180 Fleet St BC4 
yournal or copywriting expericnce 
Duties will include executive respon 

sibility under the Editor, for the writing 

knowledge of and interest of features and reporting of news for 
the Division's house newspaper, and 
for its layout and printing He or 
she, will also be required to assist with 
gencral duties in the department. Good 
English is essential The successful 
app..cant will be required to pass a 
medical examination and to join the 
Board's Pension Scheme, Salary within 
the range of £420-4515 (men) £386-£412 
(women) according to experience 
Applications, with details of education, 
age and experience, should be addressed 
to The General Manager Eastern 
Gas Board (Watford Division), Radiam 
House, Clarendon Road, Watford, 
Herts. and should arrive not later 
than April 20th 

REPRESENTATIVE, EXPERIENCED. 
with connection Advertising Agents. 
Print Buyers and Advertising Depart 
ments, required by Silk Screen Printers 
and Display Manufacturers. Salary and 
commission, with reasonable expenses 


a group of accounts, includ- 
ing art direction. We expect 
to pay a good salary and can 
promise agreeable colleagues 
and the minimum of frustra- 
tion. Apply with all relevant 
details to 


COLMAN, PRENTIS & VARLEY 


LIMITED 


Box 4429 
Advertiser's Weekly 186 Fleet St EC4 


COPY TYPIST required. Accurate, per- 
fect work essential Expericnce in 
advertising or Printers useful. London, 
W.11 Write fully stating salary re 
quired, to Box No. 173 Reid Walker 
Advertising Ltd Salisbury Square 

“4 


fully experienced head of 


creative design group with 


Well known expanding 
London Studio require 
experienced first class 
black and white and 
colour 


RETOUCHING 
ARTISTS 


Box 4392 
Advertiser's Weekly 186 Fleet St EC4 


in Fashion. 


Apply in writing to 


Staff Manager 
COLMAN, PRENTIS AND VARLEY LTD 
34 Grosvenor Street, London, W.! 


LETTERING ARTIST, £600 p.a. Experi 
Own car an advantage Details of ence in colour and black and white 
experience, age, etc., with application, work of a high standard for reproduc- 
and copies of references (NOT uon in advertising studio. Souts 
ORIGUNALS) London 

Box 4398 Ad Box 4384 Ad. Weekly 180 Fleet St EC4 


to CHA 8814 (Ex 25) 


Weckly 180 Fleet St EC4 


‘Phone your Classifieds 
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APRIL 9, 1953 


PPOINTMENTS VACANT 


BUUARKRLEIER. Smart young lady 
requ.reg tor West End Agency. Inier- 
esting work. Typing an advantage. 9- 
5.30 and idcal wOraing condilons with 
five-day weck. Write tuly stating age, 
experience and salary required, to 
Box 4375 Ad. Weekly 180 Fiee: St EC4 

ARIEST required tor general stud.o work 
in .afge printing and publishing House 
Applicants mus. have studio experience 
Box 4399 Ad. Weekly 180 Fiee: St EC4 

COLOURIST, expericnced, temale. for 
cinema advertising slidcs Slice 
Lid, 60 Petty france, Westminster, 
S W.1. 

LAYOUTF ARTIST and 
quired for Advertising Agency 
artwork not required but advertising 
agency experiqnee es.cniial Box No 
1046, Rex Puoi.city Service Lid, 387 

West Regent Strect, GLASGOW, C.2. 


ideas man fe- 
Finished 


To any good 
COMMERCIAL ARTIST 


Specialising in Furniture 


Advertising Agency in the pro- 
vinces handling high class furni- 
ture account requires Commercial 
Artist (Free Studio) to 
prepare Line and Wash skciches 
of Furniture tor Press advertis- 
ing. Must have experience of 
Furniture and be able to produce 


Lance oF 


arusuc composi.c groups trom 
photos of individual pieces sup- 
plicd by pust, 
Box 4390 


Advertiser's Weekly 180 Fleet St EC4 


CREATIVE ARTISI-DESIGNER, Bristol 


Agency olf igo fepule secas Man vi 
lacnt whose Adverusing background 
Nes given him 4 ulm grasp ol ecsscnlas 
and inveniive abilily above the oruimary 
kmphass on colour work tor primed 
showcarus and disp.ays for National 


Adverusers ollers 
cn.erprise 
Box 4556 Ad. Weekly 180 Ficet St EC4 


PRODUCTION ASSISTANT 
Overseas Advertising Veparunent of 
a Word wide Industrial Organisation 
CYUUCS YUL ass didth Wid Comipic 
Acusive Koowimauge Ol ali producwon 
me.aods woo would be respons.dic t 
P.ogTeooing 41, AuVerlising mMmatcriai 
“wom rougo layout stage Ww tna 
prinung Creative abili.y mot neces- 
sary Age approximat¢iy 24 yeals 
Siac CADECECHCe and Samiary requircu 
in writing to 

Box 4391 
Advertiser's Weekly 160 Fleet St EC4 


ine widest scope lor 


WANIED VISLALISER able Ww write 
copy tor West Enu Auverlsing Agency. 
Picase give lul, details to 
Box 4400 Ad. Weeniy 180 Fleet S: EC4 

MANAGISG DIRECTOR of = Artists’ 
Agenoy requires Secrctary/Shorthand 
lypist, witd energy and initiative. An 
capanding business demanding ambition 


anu >CAISE vi TeopuDsioully ro 
appointment, send full details, salary 
reyuired, ck., write to 


DOA 4eUl Ad. vecealy 180 Fleet St EC4 
PROVUCLION ASSASTANTL wanted tor 
Lonuon vulce Of national concern. The 
posiuon i permancnal and pensionabic. 
Write giV.ng Gclaily Ol age, Caperence 
and salary required, to 
Box 440. Ad. Weealy 180 Fleet St EC4 
ASSISTANT aged 21/22, with experience 
ot Agency procedure, is required to 
supervise and case inside detail) work 
for a busy Account Executive. Piease 
write 
Box 4406 Ad. Weckly 180 Fleet St BC4 
TRADE AND TECHNICAL JOURNAL 
ot long standing requues adverusement 
pepresentalive im 4 junior capacry. 
Salary and expenses. Please send full 
details to 
Box 4409 Ad. Weckly 180 Fleet St EC4 
LAYOUT. Agency-trained layout man 
for Technical Agency. Ability to pro 
duce clean sick work for clients 
essential. Write fully giving age, cx- 
perience and salary required, to 
Box 4529 Ad. Weekly 180 Fieet St EC4 
A SCOTTISH ADVERTISING SERVICE 
AGENCY has vacancy for young man, 
thoroughly experienced in copywriting 
and layout of outstanding originality. 
Apply 
Box 4405 Ad. Weekly 180 Pleet St EC4 
VISU ALISER required for London 
Agency with ability for original crea- 
tive thinking and copywriting experi- 
ence Sound progressive position. 
Write fully to 
Box 4328 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


FIRST-CLASS LETTERING ARTIST for 
sma.! studio. Particulars to 

_ Box 4408 Ad. Wecekiy 180 Fleet St EC4 

TECHNICALLY TRAINED person with 
wriing abuity required by Birmingham 
turnace manufacturing firm for prepa- 
rauon of descriptions of important 
instal.ations for editorial use. Some 
travelling invoived. Apply with details 
of Wain.ng and experience to Personne! 
Olficer, Birlec Litd., Tyburn Road, 
Erdjngton, Birmingham, 24, ime 

SPACE SALESMAN required on maga- 
zines in a free.ance organisation. Write 
Kitchen, 131 Fleet S.reect, E.C.4 

NEWS AGENCY with good backing, 50 
miics London, has opening for creative 
man or woman, with production know!l- 
edge; about 30, keen to build on sound 
lounda.wons and Ww sare fewarus vl 
devciupment. Around £500 per anoum, 
Skrine Advertsing Lid., Sir Isaacs 
Waik, Colchester. ee 

S. H. BENSON Léd., are proposing to 
appoint @ Limited number of Producuon 
Assistants, Favourabie consjderation will 


be given tO app.icauons trom men 
between 20 and 45 woo have ailrcady 
had Agency production = expericnce. 


Written applicauon giving an oulune 
ot expermace caimed and staung 
salary required, should be made wo 
tne Prouucuon Director, S$. H. Benson 
Lid, Kingsway Hall, Kingsway, Loa- 
dun, W.C.2, wy 

Ads. LANL ELNDUSIRIAL DESIGNER; 
AK list requrcd. Aoiluy Ww produce 
accurale working dCla.s ang coloured 
Perspec.ives cssentuual. Previous indus- 
tal caperence preterred. App.y Per- 
sennc! Veparument, Wilmot Breeden 
Lid., Amingion Road, Birmjngham 25. 

LAYOUT, Experienced and creative 
young man required with figure drawing 
4a0u.ly lot Mevium aized Agency. Goo 
Prospects and scope. Our staff have 
been advised of this adverusement, 
Write stating age, and salary required 
with one or two specimen pulls, to 
Box 4423 Ad. Weekly 180 Fieet St EC4 

FIRST CLASS experienced copywriter/ 
ideas man tor weil known Advertising 
Agency. Our staff have been advised 
of this adverusement. Apply, in con- 
fidence, giving ful] details of experience 


to 
Box 4424 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


PRINT 
Young, practical experience of Printing, 
Agency Print and Press Production and 
Book Publisher seeks new post as Print 


PRODUCTION MANAGER— 


Buyer or similar position 
Box 4414 Ad. Weekly 180 Fleet St BC4 
SHORTHAND-TYPISIS, Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitoombe Sueet, W.C,2. 
(WHirtchall 5924).. We specialise in 
efficient personnel. os ies 
STUDENT. Virile mind, able to visualise; 
knowlcdge layout; keen copywriter 
wishes to join Agency to develop strong 
creative potentia Salary unimportant 
Box 4341 Ad. Weekly 180 Ficet St EC4 


ADVERTISEMENT MANAGER 
secks posjtion on techaical journal 
where initiative, drive and enthusiasm 
will be encouraged and suitably 
rewarded 

Successful selling record on fiest 
class trade and technical journais 
Expericnced in hard direct selling in 
provinces and London 

x 4395 
Advertiser's Weekly 180 Fieet St EC4 


ADVERTISEMENT MANAGER and 
Assistant Editor of monthly technical 
journa desiring advarcement, would 
we'come offers of positions where exten 
sive admjnistrative, editorial and photo- 
arapu experience could be utilised to 


Maximum advantage 


Box 4157 Ad. Weekly 180 Fleer St EC4 
EXPERIENCED LAYOUT MAN  secks 
situation, pencil, colour roughs, some 
finished lettering Salary £7 10s. 
Box 4431 Ad. Weekly 180 Fice: St BC4 
CREALIVE LAYOUT artist, 25, nearly 
7 years good experience, seekg new 


positon, London, South of England or 
abroad 
Box 4412 Ad. Weekly 180 Fleet St EC4 
SCOT, 26, B.Se., D.A.A., A-LP.A., § 
years agency experience; competent 
copywriting, layout, production; wide 
technical background; wishes position, 
manufacturing firm in Scotland pre- 
ferred 
Box 4415 Ad. Weekly 180 Fleet St BC4 


‘Phone your Classifieds 


APPOINTMENTS WANTED 


TECHNICAL ACCOUNT EXECUTIVE | 


desires change. Engineer and all- 
round Advertising man of mature 
experience, at present handling a 
number of mechanical and ¢.ec\: ical 
engineering accounts, secks &@ position 
of greater responsibility and oppor 
tunity where his specialised know cdge 
can be employed to mutual advantage. 
Box 4427 
Advertiser's Weekly 186 Fleet 61 ECG 


FIGURE AND GENERAL ARTIST. 4 


years’ studio and agency expericnce. 
Box 4411 Ad. Weeky 180 Ficet Ss: BCA 


FREE LANCE SERVICES 


AKILLST. First class {reedance Greeiings 


Caid designers requ.red. Top prices 
paid for good ideas and art work. 
Unily tully capernenced persons nced 
app.y. Write enclosing printed speci- 
mens 

Box 4421 Ad. Weekly 180 Fleet St BC4 
EXCELLENT LETTERING, Etc Gen- 
cral drawing Also. Pack = designs 
Competent artist can undertake work 
demanding good finish, at reasonable 


charges, 
Box 4422 Ad. Weekly 180 Fleet St BC4 


COPY ... IDEAS 


Well-known free lance 
journalist is able to handle one or 
iwo new jor. Widest experience in 
press advertising, brochures, bookicts, 
point-of-sale material. Write 

Box 4394 
Advertiser's Weekly 180 Fleet St EC4 


copywriter- 


PART-TIME POSTER INSPECTOR re- 
quired to cover Lancashire, Cheshire, 
and North Wales 
Box 4388 Ad. Weekly 180 Fleet St EC4 

FOR RETOUCHING of a high standard 
simply ring CENtral 8958 

ARTIST. Specialist in Children’s sub- 
jects, Colour, black and white, line and 
wash, mainly ilusiratien. Some adver 
tising Specimens avaiable. MILLIS 
18 Deauville Mansions, Eims Crescent, 
S.W.4 


GENERAL ARTIST secks additional {ree 


lance work Line, colour, lettering, 
still-life 
Box 4389 Ad. Weekly 180 Fieet St EC4 


BUSINESS OPPORTUNITIES 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


ADVERTISING CONTRACTORS and 
Pubushing Company in Voluntary 
Liquidation and dealing mainiy in 
advertising on Menu ang Periodical 
Hoiders, Covers, etc., has for sale very 
valuable contracts giving sole adver- 
using rights with well-known hotels, 
restauran.s, cubs, ¢tc., together with 
very usctul Income lax losses. Replics 
reccived in sti.ctest contidence 
Box 4372 Ad. Weekly isu F cet S BC4 

WORKING DIRECTOR required 
capital London display and screen- 

inting firm very well established, 
ust be first class layout and/or stencil 
culter 
Box 4418 Ad. Weekly 180 Fleet St EBC4 

PHOTOGRAPHIC ENLARGEMENTS. 
opeciaist Company, cquipped tor large 
maic ey offers generous Con- 
tract ates to large users 
Box 4176 Ad. Weekly 180 Fleet St BC4 

GENTLEMAN with paper mill contacts 
wishes to meet large paper buyers with 


view to mutual business. Suict confi- 
dence, Box 130, London Guildhall 
Publications, High Sweet, Lpsom, 
Surrey 


PURCHASER of old catablahed Cass 
pubiication wishes tw contact small firm 
willing undertake publishing arrange- 
ments. Confident good results assured, 
Box 4371 Ad. Weealy 180 Fieet St BCA 


ACCOMMODATION 


FURNISHED MAIDA VALE office. 


Rent includes reception. Phone and 
D.O. use. £3 p.w. Telephone; HENdoa 
0629. 


STRAND, W.C.2. Working Studio aad 
several offices tw let at moderate renu, 
FLA. 8540 


SIUDIO and desk space with use of 


tclephone available. Ideal free lance 
artist Of representative. Moderate 
rental 


Box 4416 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


ADDRESSOGRAPH FRAMES For Sale, 
35s. 1,000. Cabinets. as new, 70s, cach 
MSS., 49 lattesnam Grove, Epsom 


SPECIAL ANNOUNCEMENTS 
A p! 


LL PUBLISHERS 
mission only, 


Street Place, 
7889 


PRINTERS 


3 Thames House, Queen 
London, E.C.4, CENtral 


LANCASHIRE 
REPRESENTATION 


Space salesman, exceptional 
experience and connections, 
with office in Manchester 
could take another reputable 
trade or technical journal or 
general magazine with home 
and/or overseas circulation. 
Preliminary inquiries to 


Box 4308 
Advertiser's Weekly 180 Fleet 61 EC4 


CORONATION SUPPLEMENT (4-page) 
for local newspapers now being pre- 


pared 

Box 4419 Ad. Weekly 180 Fleet St BC4 
PRINTERS 

London Agents placing highest class 


Colour and H/tone Catalogues, 
Brochures, Folders, etc., wish to con- 


tact printers with modern plant 
capable handling thie type of work, 
must be competitive, 


reliable and 
mien 


LONDON | PRINTERS are now 
in the position to offer facilities for 
producing weekly or monthly peri- 
odicals. Large medern plant with 
experienced ladour. Enquiries treated 
with the strictest confidence. Write 
the Managing Director. 


Box 4355 
Advertiser's Weekly 180 Fleet 81 EC4 


OFFSET LITHO PRINTING. Highest 
quality work at competitive prices. 
Broadsheets, Brochures, Labels, Show- 


cards, etc, The Wem Yorkshire Print- 
ing Co., Ltd., George Sueet, Wakefield. 
Telephone 3438/9. 


MONTHLY MAGAZINES 


Weekly, monthly, pay magazines 
and catalogues well printed at prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics. 
Careful supervision, Ask for prices. 
SUTTONS Printers 
Paignton Tel. 5542 


OLD ESTABLISHED TECHNICAL 
MONTHLY JOURNAL, 144 pages, 
some 4-colour work, requires Quotations 


for printing 
Box 4420 Ad. Weekly 180 Fleet St BC4 


guarantee consistent quality ¢ 
with Service. 


Box 4428 
Advertiser's Weekly 180 Fleet St ECE 


BUSINESS CONSULTANT and commer. 
cia) agent with substantial developments 
ahead requires: (a) experienced executive 
with particular ability; commerce, pub- 
licity, journalism, to work on profit- 
sharing basis, and/or (b) capital £1,006 
upwards which would be secured 
Box 4417 Ad. Weekly 180 Fiect St BCA 


to CHA 8844 (Ex 25) 


A SERVICE 
TO AGENTS AND THE TRADE 
By Wm. Carling & Co., Lid, Hitchin 
Period:cal, colour and general print- 
ing by a modern plam producing 
FIRST CLASS WORK 
Our London Office Executives are at 
your service 
27 Abbey House, Victoria St., S.'W.1 
Phone ABBey 1609 


| FS 
== | 
“HER 
aa== 


ADVERTISER'S WEEKLY 


00 Advertising 

() Air Conditioning 

() Architecture 

() Automobiles & Accessories 

00 Aviation 

{_) Baking and Bakers’ Supplies 

(J Blacksmithing and Welding 

( Books, Stationery 

00 Broadcasting 

(J Building, Construction & 
Materials 

(0) Building Maintenance 
Equipment 

() Business and Finance 

(0 Carbonated Drinks and 
Brewing 

00 Chemistry 

(0 China, Glass and Ceramics 

0 Clothing, Millinery and 
Yardage Goods 

(J Coal and Fuel 

() Cosmetics and Perfumes 

0) Dentistry 

C) Dogs & Pets 

(J Education 

( Electrical Equipment & 
Appliances 

0) Engineering 

() Farm Implement Trade 

00 Feed 

C) Fishing & Fish Storage 


0) Heating & Plumbing 
0 Hotels and Restaurants 


CHECK THE MARKET 
YOU WANT TO SELL 
IN CANADA 


3 Industrial Management 
& Processing 

© Insurance 

Cj Ironmongery & Hardware 
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Laundry, Dry Cleaning 
Leather 

Lumbering & Woodworking 
Meats 

Medicine, Hospitals, 
Nursing etc. 

Metal Working Industry 
Milk & Milk Products 
Milling, Flour & Feed 
Mining 

Municipal 

Oil and Petroleum 
Office Equipment 
Packaging & Shipping 
Paint & Varnish 

Paper 

Photography 

Plastics 

Power and Power Plants 
Printing and Publishing 
Process & Fabrication 
Machinery 

Railways 

(CD Refrigeration 

() Retailers and Wholesalers 
00 Road Transport 

0 Shipping & Marine 

(0 Sporting Goods 

CD Textiles 

() Tobacco Trade 

C) Tourist Trade 

C) Toys and Games 

() Uniforms 

(J Warehousing & Storage 
(0 Wireless & Television 
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The Business Newspapers Association is composed of over 100 


trade 


papers and other periodicals serving all sections of 


Canadion trade and industry, manufacturing, finance and 
management. Market information, sample copies and adver- 


tising rates 


covering the market you want to reach wil! gladly 


be sent to you without obligation. *(Your request by airmail 


bring 


you a prompt reply in only a few days.) 


“© Business NEWSPAPERS ASSOCIATION 


OF CANADA 


) F 
‘9 t Trade ¢ 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., 


of Canadian business papers at the offices « 
ssioner in London, Liverpool, Glasgow, Belfast 


137 WELLINGTON STREET WEST, TORONTO, CANADA 


of the Canadian 


| 63 orders. In the book there are 


Tuurspay, Aprit 9, 1953 


Get this book and get 52% orders 
and 63% orders from circulars 


Get it, and see in it. circular letters 
and press advertisements which did 
indeed deliver $2 orders and 


exact photograph reproductions o! 
four such winners 


Get to know the secret of these 
SUCCESSES Do yourself a bit of 
good. Get the book and introduce 


| yourself to the Senog system. 


|} wil see this same 


In the book, plain for everyone to 
understand, the first principle of 
the system is explained Then you 
first princip.c 
being applied to a hitherto non 
productive piece of sales literature 


And behold! Under the magic o! 


| Senogism, the non-producer becomes 


a wimner, and a profit earner 


| tinder your very eyes, you will sec 


he transformation from failure to 


|} SucCeSS. 


| and most-<ertainly-sirs 


Big talk this 


| book 


This business richness, including the 
63 order-winner—it is all here 
wsembied—all condensed into 20 
pages~—every page of the 20 full of 
the stuff that puts smiles, and joy, 
into bank 
balances. 


We want big replics. 
We are asking 2s. 6d. for our 


No callers please. Addre s 


J. G. Jones (Senogism) Ltd., 302b 
London, N.8. 


Park Road, 


and press adverts. 


Test the System yourself. Get book 


‘ 


— STOP PRESS — 


‘BOURNEMOUTH TIMES’ TO PRINT 
NEW CANADIAN WEEKLY 


“Bournemouth Times” is to print 
“Canada Review,” the new weekly 
newspaper being launched in this 
country by Roy H. Thomson, the 
Canadian newspaper proprietor, 
next month. 

Eric Putnam, of “Bournemouth 
Times,” stated: “We have been 
working on the project for some 
time. It is perfectly natural thal as 
we are among the largest indepen- 
dent publishers and printers in the 
country Mr. Thomson should con- 
sult us about his new weekly. We 
have just installed a mew press 
costing £30,000 and this will be used 
for ‘Canada Review’ as well as for 
the other periodicals we print.” 

Roy Thomson flew back to 
Canada on Good Friday. 

Kenneth Thomson, his son, who 
is remaining in Britain, said: 
“Negotiations are still proceeding 
for the purchase of a provincial 
newspaper. It is hoped that they 
will be completed in the near 
future.” 


Advertisement revenue from 
United Kingdom will be sought by 
“Overseas Weekly” largest weekly 
for American servicemen and 
civilians in Europe, which has 
opened London office at 8 Sussex 
Place, W.2. S M. Goldsmith ap- 
pointed U.K. advertisement mana- 
ger. 


Shippams booking large spaces in 
national dailies and women’s maga- 
vines for new liver and bacon 
paste. Agents: London Press Ex- 
change. 


at their office at 180, Fleet Street, London, E.C.4 


WHAT SCIENCE OWES 
TO ADS. 


Some of the best putting over of 
the facts of science was being done 
in prestige advertisements, Ritchie 
Calder, science editor, “News 
Chronicle,” and chairman, Associa- 
tion of Science Writers, told Insti- 
tute of Public Relations yesterday 
(Wednesday). These advertisers 
paid to put over facts which he 
would have difficulty in getting into 
the editorial columns. CA. were 
extraordinarily good from this point 
of view. Mr. Calder agreed with 
a questioner that much of the so- 
called scientific writing in certain 
kinds of advertisements was very 
far from accurate. On the subject 
of chlorophyll he said his Associa- 
tion could make some “quite devas- 
tating’ comments. 


Biggest ever campaign for Sello- 
tape breaks to-morrow 
with half-page “Daily 
Half-page also booked for “Daily 
Mirror.” Schedule includes fre- 
quent insertions in national dailies, 
Sundays, weekly magazines, and 
Scottish newspapers. Agents: 
Gordon & Gotch (Advertising) Ltd. 


Harold Fish, ~_ organiser for 
carillon for St. ride’s Church, 
Fleet Street, a. &., successful start 
to appeal. Among first contributions 
is one from Edward Bates, of Alfred 
Bates & Son, Ltd., for £100. Mr. 
Bates saw appeal announcement in 
“Advertiser's Weekly.” 


(Phone: Chancery 8844.) 


April 9, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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